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SUPPLEMENT 


id “Big ideas and a L~ small appropriation ” 


grumbled the account executive 


“ A case for Punch” 
(said Punch) 
* We had to cover the 
technical journals first,” 
(droned the account executive) 


* So | advised him to splash 
the £2000 left on —"’ 


“ Six fall pages in Punch,” 
(said Punch) 


“ Couldn’t go bigger than 
a full page, could you ?”’ 
(remarked Punch) 


“ And look at the big-wigs 
you’d be with!” 
“Couldn’t get a bigger variety 

of readers,” said Punch 


“And look at the number 
of them !”’ 


Yi 


“And only £2100,” said Punch... 


«ror SIX full pages in Punch” (saia punchy 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER. ‘PUNCH ', 10, BOUVERIE STREET, E.C.4. CENTRAL 9161. 
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To The Editor .. 


New medium cannot be modelled © 


| mercial 


Further aids to 


punctuation 


Sin,—-Those of us who can 
read and write will applaud the 
vigour with which R. L. Finn 
castigates slovenly punctuation 
in ADVERTISER'S WEEKLY, 
November 11. 

May I suggest to him that, in 
common with caly too many of 
our colleagues, he has ignored two 
“marks” which are a valuable aid 
to clarity? These are the colon 
and the semi-colon. “*. . . for 
milk is the most refreshing drink 
in the world, it refreshes, it 
satisfies... .’ definitely needs a 
full-point after ‘world’,” he says. 

No, Mr. Finn. The mark 
should be a semi-colon after 
“world” because the meaning of 
the second clause is an extension 
of the first. Were the meanings 
contrasted I personally would use 
a colon, though the practice of 
our best writers is not conclusive 
on the point. 

Cyrit RAMSAY Jones 
West Kensington, W.14. 


Copywriters can 


break the rules 


Sm,—The business of the copy- 
writer is to sell goods, and not 
to produce specimens of English 
prose. Elegant English has a 
place in advertising only if it 
serves that end. 

One can agree with R. L. Finn 
that a copywriter should master 
the laws of correct English and 
punctuation, but as a good adver- 
tising man he will break every 
law in the book if he thinks fit. 

During the war many educated 
drill instructors might have 
framed their commands accord- 
ing to Fowler, but they didn’t— 
they said “Git fell in” and the 
troops fell in. 


G. A. 
Bloomsbury Square, W.C.1. 


on existing 


Sin,—Those of us who had 
some active experience in com- 
television—in America 
and elsewhere—are watching with 


| sorrow and sympathy the con- 


fusion and rantic bustle 
accompanying the birthpangs of 
sponsored television in this 
country. 

Judging by the various state- 
ments, it is essential to emphasise 
that advertising on British TV 
screens cannot be modelled on 
cinema, newspaper, poster or any 
other existing advertising—nor 
can it follow the American 
pattern. 

It cannot be like cinema adver- 
tising, for in the theatre you 
have a captive audience. Few 
people walk out of a movie house 


THIS WEEK 


It’s under-advertised: Do it 
yourself movement—page 444 


NEXT WEEK 
Greater London Survey 


during the advertising films ; most 
of them endure the ordeal meekly 
enough. But it is a much slighter 
a to turn the knob on your 


set, 

It cannot be like newspaper or 
poster advertising, for a TV set 
does not permit the “marginal 
vision” so important in catching 
sight of advertisements in a news- 
paper or magazine. As for 
posters, they necessarily rely on 
the purely visual appeal than on 
the size and black-and-white 
limitations that the TV screen 
permits. 

Finally, it cannot follow the 
American pattern, because Ameri- 
can audiences have been condi- 
tioned for years to the “pitch 
i and the shock tactics 
methods of advertising. No one 
really knows how the British 
public will react to commercials 
on TY (in spite of any confident 
statements and forecasts to the 
contrary), and I doubt whether 
the hastily imported American 
TV experts can help in this. 

But one thing is certain: the 
British reaction will be entirely 
different from thai of the Ameri- 
can public. 

All this adds up to two essen- 
tial things: 

Old-fashioned, straightforward 
advertising won't work on TV. 
No doubt, most sponsors would 
prefer that a personable man or 


advertising 


woman spend ninety seconds on 
the screen repeating the name of 
their products; most advertisers 
yield too easily to the temptation 
of indulging their vanity and love 
name-calling—if it is their own 
name. But the name, the quali- 
ties, the price of the product will 
have to be introduced obliquely, 
with wit and imagination—other- 


wise, after the second or third ° 


commercial, there will be the 
most violent revulsion on the part 
of the public. 

Secondly, there has been a great 
deal of talk about programme 
contractors, advertising execu- 
tives, costing, studio space and 
other things. There has been 
practically no mention of the one 
person on whom commercial TV 
depends—the writer. I am sure 
this will provoke a storm of indig- 
nation ; yet I firmly believe that 
advertising copywriters, radio- 
writers, journalists or the spon- 
sor’s assorted nephews and nieces 
won't be able to turn out satis- 
factory commercials. 

For television is a compound 
of sound radio, the cinema, the 
theatre, plus something else—and 
this “something else” is the essen- 
tial element which few people in 
British advertising have studied 
or acquired. 

Pau TApori. 
16 Stafford Terrace, 
London, W.8. 

[Like many who speculate 
about commercial television in 
Britain, Mr. Tabori uses the word 
“sponsored.” In fact, sponsored 
television is excluded by the Inde- 
pendent Television Act.—Eprtor.] 


Error ‘excusable’ 


Sim, — Your correspondent, 
Miss Yvonne Miller, is partially 
correct in her strictures concern- 
ing the PA Reuter photograph of 
Wren Lomax “using” an Aldis 
Longrange Signalling Lamp. 

The plain fact is that Wren 
Lomax is so eminently photo- 
genic that a sordid subservience 
to the factual was dismissed in 
favour of an aesthetic apprecia- 
tion of the beautiful in posing this 
picture. However, there is an 
arguable case in favour of the 
Serres from the purely 

nctioual point of view. 

Wren Lomax is correct in 
holding the lamp in her right 
hand and resting it on her left 
forearm. If one is so accom- 
modating as to presuppose two 


Walk 


(showcards) 


- MANCHESTER 


trivial physical disabilities in 
Wren Lomax, the rest of the pose 
becomes perfectly plausible. One 
has only to assume that the sight 
of her left eye is superior to that 
of her right eye, and that the 
offending optic is afflicted by a 
“lazy” eye-lid for the whole 
thing to be completely accept- 
able. 

Sweet are the uses of inadver- 
tance ! 


Aldis Bros., Ltd. 


ALAN Hess. 


Selling power the 
test of good ads 


Sm,— The Layton Annual 
Trophies Award Announcement 
(ADVERTISER'S WEEKLY, Novem- 
ber 11) states that it is not the 
intention of the judges to adjudi- 
cate on the text or copy of the 
advertisements submitted. 


How can any advertisement be 
honestly judged on its looks 
alone? It may incorporate the 
most beautifully designed iilus- 
tration, the most exquisite typo- 
graphy, with the layout abiding 
by all the rules of balance, but 
the crucial test should be—does 
the advertisement stimulate the 
reader into action? 


In other words, how great is its 
selling power? To assess this, 
the advertisement must be read. 


Missing from the list of names 
selected to judge the award, surely 
is the one person who really 
matters. The name? A. Con- 


sumer. 
Leste T. CoLLyer. 
Tolmers Road, Cuffley. 


[The purpose of this competi- 
tion to encourage improved 
techniques in advertisement pre- 
sentation. In generously organis- 
ing this competition C, & E. Layton 
take the broad view held by many 
that the better an ad is presented 
the more it is likely to be read. 
In any event the judges are all part 
of that amorphous body—"the con- 
sumers.”’—Epttor.] 


DISPLAY 
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“What are you looking for mister!” 


IF IT’S BRAINS you're looking for, we have brains at 8. C. Peacock. Equally 
important, we have advertising ‘know-how’. 
To our way of thinking, the distinction between brains and ‘know-how’ is an important 
one. It doesn’t necessarily follow that the fellow with academic knowledge will do a job 
well. He still needs ‘know-how’. And that’s something which can be measured only 
by results. 
A look at the results obtained from 8. C. Peacock advertisements will provide you with 
ample evidence of our ability to sell. They are results brought about by clear, sound 
thinking and hard selling. Any advertiser who feels these two commodities are worth 
looking into should see 8. C. Peacock about it. 


S. C. PEACOCK LIMITED Incorporated Practitioners in Advertising 


MADDOX HOUSE, 215/221 REGENT STREET, LONDON, W.1. REGent 1081 + 18 LLOYD ST, MANCHESTER 2. DEAnsgate 569! 
21 LEIGH STREET, LIVERPOOL. ROYal 8861 + RUSKIN CHAMBERS, 191 CORPORATION ST., BIRMINGHAM. CENiral 7705 
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The Younger Woman’s Guide 


Novemper 18, 1954 


shopping 


with 


to Fashion and Beauty 


A. W. Burnett, Advertisement Director, 
Weldons Limited, 
30 Southampton Street, London, W.C.2 * Tem 2745 
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SCREEN ADVERTISING LESSONS FROM VENICE 


1,000 see winning 
Festival films 


@ YER a thousand advertising men and women went to a 
special showing of the prizewinning films from the Inter- 
national Advertising Film Festival, Venice, at the Warner 
Theatre, Leicester Square, yesterday (Wednesday) morning. 


They heard Hubert Oughton, 
vice-president of the Advertising 
Association, who was a vice-presi- 
dent of the international jury of 
the Festival, praise the standards 
of advertising films. 

Introducing the programme, he 
said he was impressed by the 
attention paid to detail in the 
films, and added: “Whatever you 
may feel about the merits of the 
films selected for prizes, you will 
be impressed with the fact that it 


‘CHRONICLE’ DIRECTOR 

Michael Curtis, the editor, has 
been appointed to the board of 
the “News Chronicle.” 


is possible to put a product on 
the screen for a whole minute 
without any need for subterfuge 
because the contents of the film 
are sO animated with originality 
and personality. 

“You will see that it is possible 
to be thoroughly entertaining. 
There is no need to be ashamed 
of real creative endeavour.” 

Mr. Oughton described how the 
Festival was organised, and said 
that the jury, which included 
W. A. Cathles, Editor of ADver- 
TISER’S WEEKLY, in four days 
spent 20 hours viewing the films. 
Several they had to see three or 
four times. 

Ernest Pearl, president of the 
International Screen Advertising 


ARMY ADVERTISING 


A total of £340,000 was spent 
on Army publicity, primarily on 
recruiting, during 1953-54, it was 
stated in the Commons on Tues- 
day by Brig. F. Maclean, MP. 


WHITEHEAD AGENTS 


Austen-Johnson Advertising, 
Ltd., have been appointed to 
handle the Whitehead Industrial 
Trust, Ltd., account. 


Services, the organisers of the 
Festival, said they were pleased 
with the results, “We feel that 
this venture can go on and create 
success and benefit this medium in 
all countries, 

“Although the number of en- 
tries from Great Britain for this 
year’s Festival was not as high as 
I had hoped, I was pleased to see 
a British film (for Polo Mint) was 
successful in gaining an award,” 
he said. 

He announced that the Festival 
sub-committee of ISAS has been 
reconstituted, and said the general 
council would meet in London in 
January to discuss next year's 
Festival. 

It has already been decided 
that the Festival will be an 
annual event. One of the 
problems to be considered in 
January will be whether it shall 
be held always in Venice— 
“home” of the entertainment film 
festival—or in different countries 
each year. 


ROY. ‘CLARK 


A memorial service to the late 
Roy Clark, advertisement director 
of the Star, will be held at St. 
Dunstan-in-the-West next Wed- 


nesday at 12.30 p.m. 


Television 
Authority have assured adver- 
tising organisa‘ions that they 
will be continually consulted 
by the ITA on all aspects of 
the new service affecting ad- 
vertisers and agents. 

Already, state the Incor- 
porated Society of British Ad- 
vertisers, recommendations 
and suggestions made by the 
Society and by the Institute of 
Practitioners in Advertising 


be- 
tween representatives of the 
three bodies have taken place, 
and will continue to do so, 
enabling the ITA to “keep 
closely in touch with us,” say 


stations will probably be 
August next year, Sir Robert 
Fraser has announced. The 
separate company to handle 
the news service—yet to be 


Conference committee 


Members of the Advertising 
Association Conference Com- 
mittee will be decided at an 
Association council meeting next 
Wednesday afternoon. As already 
announced, J, L. Verrinder. adver- 
tisement manager of Punch, is to 
be the committee’s chairman, _ 


The Prudential use 


ITA ‘in close touch’ with advertising: 
First TV programmes in August 


__ of Robert Freeman Co.. 


appointed—is expected to net- 
work its transmissions from a 
London studio. 

Today (Thursday) the four 
programme contractors are 
due to meet the ITA for what 
an ITA spokesman has called 

“exploratory discussions.” 

TV ad rates “early next 

year”—see Page 435, 


‘War in the Air’ 
man for agency 


The production manager of the 
BBC's current television film 
series, “War in the Air,” is to 
join Erwin Wasey & Co., Ltd. 
He is Kenneth K. Rick, and he 
will be production executive of 
the agency's TV department. 

For “War in the Air,” he 
organised the production, ob- 
tained the film material from 
many sources, and directed the 
shooting of some “link” 
sequences. 

¢ joined the BBC two and a 
half years ago, but had had 
earlier TV experience as writer- 
director-editor for __ telefilms, 
advertising products for Ameri- 
can and potential Canadian 
clients. 

Erwin Wasey & Co., Ltd., have 
announced this week two more 
staff appointments. C. Austin 
Barnes is to head a new group, 
with Michael Allpress as one of 
his account executives. Mr. 
Barnes was formerly a director 
Lid. 
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Advertising’s self-discipline ‘a 


PR firm appoint 


Murphy as 
press consultant 


John Murphy, principal of the 
John Murphy Organisation, has 
joined the board of Public Re- 
lations Associates Ltd, The two 
companies will continue to func- 


tion as independent agencies, and 


it is stated that no amalgamation 
is intended, 

The John Murphy Organisation 
have been appointed editorial 
consultants to Public Relations 
Associates. It is stated that the 

appointment 

is in accord- 
ance with the 
policy of Pub- 
lic Relations 

Associates to 

have various 

experts avail- 
able onacon- 
sulting basis. 

Sir Stephen 

Tallents, 

founder- 

president of 
_ the Institute 
of Public 

Relations, 

has acted as 
consultant on all the agency's 
accounts since June. ) 

Oliver Lawson Dick, managing 
director, told ADVERTISER'S 
Weexty: “ This agency flexi- 
bility is something new in public 
relations in this country, and we 
hope that it will grow. There 
seems to be no sensible reason 
why if one agency specialises in 
a particular medium it should not 
be consulted by another agency.” 
He said that further developments 
would be announced shortly. 

Mr. Murphy formed his own 
press and public relations com- 

ny 15 months ago after resign- 
ng from Voice and Vision Ltd, 
where, for three and a half years 
he was news editor in charge of 
press relations, and senior execu- 
tive. He held a similar position 
for 18 months with the press 
relations department of London 
Press Exchange Ltd. 

His organisation will continue 
to operate from 12, Kingly Street, 
London, 


John Murphy 


Need for ‘organised 


marketing’ 


Farmers have been warned that 
agriculture needs organised mar- 
keting on a big scaie. 

At the annual dinner of the 
Skipton branch, National Far- 
mers’ Union, J, M. Davies, prin- 


cipal of the Cumberland and 
estmorland Farm School, said 
that the Government were 


strongly in favour of producer 
marketing boards. The question 
was wheiher farmers were 6 
ciently united in favour. 


432 


public protection’ 


LORDS TOLD: MEDICINE CODE REDUCES 
IMPROPER FORMS OF PUBLICITY 


“The British Code of Standards 
in relation to the Advertising 
of Medicines and Treatments” 
was described as “excellent” 
by Lord Onslow in the House 
of Lords last week. He said it 
had produced a large reduc- 
tion in unsatisfactory and im- 
proper forms of advertising. 

Lord Onslow was giving the gov- 
ernment’s view following an 
attack by Lord Crook on the 
diagnosis and treatment by 
post of serious skin diseases. 

Lord Crook spoke of an adver- 
tiser “swindling gullible mem- 
bers of the public” and told 
how a man in the Midlands 
paid £7 19s. for medicines 


v even in defiance of 
the which has been set 
down by the Proprietary Medi- 
cines Association.” 

He was sapported by Lord Sem- 
pill who asked if it was pos- 
sible for the Government to put 


something into the Food and 
Drugs Bill to “call a halt, at 
least in some measure, to this 


ing trade and pharmaceutical 
manufacturers which was pro- 
bably one of the most valuable 
forms of protection the public 
could have. 

Lord Haden-Guest asked for an 
inquiry into the “whole ques- 
tion of limiting the advertising 
which may be allowed to firms 
in 


concerned only with selling 
their goods. For my part I do 
not think their articles should 
be advertised in the ordinary 
way at all.” 

Lord Onslow said he would refer 
the remarks to the Minister of 
Health. 


FOOD AND DRUGS BILL 


Cream crackers ‘need not 
contain cream’ 


Cream of tomato soups, cream crackers, cream 


buns, custard 
biscuits, Kreemy toffees, Bristol Cream Sherry and Highland Cream 


Whisky were mentioned when a new clause concerni cream 
substitutes in the Food and Drugs Bill was debated in the Commons 


last week. 

J. M. C. Hi (Conservative) 
asked if the advertising of these 
products would constitute an 
offence under the new clause. 

Dr. Charles Hill, parliamenta: 
secretary to the Ministry of Food, 
said that everything depended on 
the commodity. “in general,” he 
said, “the cream cracker and the 
custard cream would not be re- 
garded as containing substances 
which resembled cream. But a 


cream bun, yes. It will have to 
be made plain that the cream is 


This uad - crown ster was 

desig ior the G by Unger. 

li is int colours, buff, brown 
and turquoise. 


either cream or reconstituted 
cream or imitation cream.” 

_ Discussing a clause on label- 
ling, Isaac Pitman (Conservative) 
mentioned Milk of Magnesia. 

Rpm Rone bought it in the 

st can have supposed that 
Milk of Magnesia’ came out of 
a cow. Do we want to submit 
to risk of prosecution in the case 
of milk what we have just 
protected in the case of cream ? 
Ought we not to protect milk 
also ?” he asked. 

M. Follick (Labour) asked if 
the advertisement of Beecham’s 
Pills—being “worth a guinea a 
box"—would pass under the new 
Act. Dr. Hill replied : “I am 
not prepared to take upon myself 
the responsibility of the courts 
in that matter. The essence is not 
whether these Beecham’s Pills 
have any effect on the human 
body, but whether the description 
falsely described or otherwise is 
calculated to mislead as to the 
nature, substance or quality.” 


Christmas lunch 
The Christmas luncheon of the 
Aldwych Club will be held at the 
Club's premises on December 22. 


November 18, 1954 


valuable 


Papers’ losses 
made good 
N 


ewspapers are to 

allowed to make 

ee the Newsprint 
e, 

Supply Co. imposed a cut in 

paging. 


This means that the per- 
mitted paging for all groups 
of newspapers in the current 
rationing period ending 

12 will be as be- 


f 
Ses 


- 9 
target 

“I believe in targets,” Norman 
Moore, president of the National 
Advertising Benevolent Society, 
said when addressing the stewards 
for the Society’s 1954 Appeal, at 
a meeting at which they heard the 
main outlines of the Appeal. 
They were invited to ask ques- 
tions and suggest new avenues of 
approach. 

After referring to the wonder- 
ful results of last year’s Appeal 
by the immediate mast-quenidant, 
Sir Miles Thomas, Mr. Moore 
pointed out that the cost of the 
Society’s benevolent work was 
steadily rising, and said that in 
order to cover all likely needs he 
wished to set as a target a 20 per 
cent increase over last year’s total. 
He urged the Stewards to obtain 
bigger subscriptions where pos- 
sible, and enrol more subscribers, 
large or small. 


Information exchange 

The general secretary of the 
Society, Mrs. I. M. Ure, explained 
to the stewards the way in which 
the Appeal was being organised, 
with particular reference to the 
regular exchange of information 
between them and herself. 

The honorary treasurer, Hubert 
Oughton, in thanking the presi- 
dent, said that last year’s expendi- 
ture almost exactly equalled the 
total subscribed. This year the 
Society was helping more people, 
and the average cost of help given 
per person was higher. 

Mr. Moore had been intro- 
duced by the chairman of council 
Lindley Sparkes, who expressed 
the pleasure felt by all at Mr. 
Moore’s rapid recovery after his 
recent operation. 


Making soap leaves 
since 1934 


Sudderick & Co.. Ltd.. of Liver- 
pool, state that they began to im- 
rt soap leaf folders in 1928 and 
ave manufactured them since 
1934. These folders are used for 
advertising purposes. 
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Not the time for ‘raging campaign’ say AA 


LONDON CLUB TOLD: ONLY FACTS WILL 
SILENCE ADVERTISING’S CRITICS 


The clubs will be the spearhead of the Advertising Asso- 
ciation’s public relations for advertising. 

This was emphasised at the Publicity Club of London meet- 
ing on Monday when the “ grand strategy ” of the campaign 
was Outlined by three representatives of the Association: 
Leslie Room, the director general; Sir Stephen Tallents, 
public relations adviser ; and Dennis Last, information officer. 


The strategy, as explained by 
Mr. Room and Mr. Last, will be 
based on the need for talking 
face-to-face with the people who 
influence public opinion, and 
among whom most of the critics 
of advertising are to be found. 

Most people, said Mr. Room, 
“accepted” advertising; they 
liked the goods and the services 
advertised. At the present stage, 
therefore, anything in the nature 
of a “raging, tearing campaign” 
would be out of place. 

Those who had to be con- 
vinced were such people as poli- 
ticians, economists, clergy, and 
schoolmasters, They should be 
shown that advertising was a vital 
function of a free society, and no 
oratory or rhetoric would con- 
vince them; they required facts. 

In order to get the facts the 
Association had _ invited the 
Economist's Intelligence Unit to 
carry out research for them— 
and the resultant facts would, he 
believed, go far to silence the 
critics, But to disseminate the 
facts would require a great deal 
of hard work. 

Mr. Last said that three re- 
quirements of the campaign were 
a panel of speakers; a platform 
for them to speak on; and 
ammunition to be fired off. 

He had written some notes 
on the case for advertising for 
speakers’ material; and he had 
also asked every club for names 
of speakers who could be recom- 
mended to put the case for ad- 
vertising across and leave a good 
impression behind. 


Clubs’ part 

But speakers should not be 
confined to those in advertising ; 
they should include many friends 
of advertising, in industry and 
commerce. Every club should 
make itself responsible for a 
given territory. Conservative 
Clubs, Labour Leagues of Youth, 
women’s guilds and_ clubs, 
Rotary, chambers of trade and 
commerce and workers in indus- 
try were among the groups that 
should be tackled. 

Among many suggestions made 
by club members, one from Mur- 
ray Milne was that the news- 
papers, who owed a duty to ad- 
vertising—"“after all, they live by 
it’—should devote a_ certain 
amount of space to explaining 
the case for advertising. He also 
recommended the use of point 
of sale material and perhaps 
posters in shops. 

Mr. Room, while welcoming 
the suggestions, said that pub- 
lishers could hardly be expected 


to give space at present when 
people were queueing up to buy 


space, 

ivan Luckin said that if firms 
interested in advertising would 
devote one-twentieth of one per 
cent of their budget to the cam- 
paign, the cost of it would be met. 

W. R. Balch made a suggestion 
based on a remark by Brian Mac- 
Cabe at the Advertising Associa- 
tion conference, that the public 
would appreciate the role of ad- 
vertising if advertising were to 
make a contribution without 
oe of reward, 

r. Balch’s suggestion was that 
as the strengthening of the ties 
of friendship between the British 
Commonwealth and the United 
States was of paramount import- 
ance, the advertising fraternities 
in these two groups should get 
together. 

More club news, page 492 


One of the latest National Benzole roadside cut-out advertisements now 
being used throughout the country in 3D form. The left-hand pr-pest 


stands out, and at the other end a large cut-out of the National 
tri-sphere globe is arranged to give the effect of depth. 


lenzole 


Electric signs ‘pleasing at night’ 


Hull town planning committee 
have accepted, in rinciple, 
recommendations of the town 
planning officer, which will 
control the erection of illumi- 
nated advertisements on Hull's 
business premises. 

At a meeting of the com- 
mittee, he urged that illuminated 
advertisements should not be 
permitted in residential areas 
except for directional purposes ; 
that public buildings should be 
lit by floodlighting or diffused 
lighting ; and that, in such build- 


ings, illuminated advertisements 
should not be permitted above 
fascia level. 

It was generally recognised, he 
said, that signs of good design 
formed an attraction to a city 
centre. “Even though the design 
of some illuminated advertise- 
ments is crude and inartistic, it 
is considered that many are not 
so displeasing at night,” he said. 

He also recommended that 
hanging signs should not exceed 
6 sq. ft. in area on either face. 


London stores win journal’s French 
Fortnight window display contest 


Some 75 entries were received 
for the window display competi- 
tion promoted by Stores and 


Shops in conjunction with he 
recent French Fortnight. The 
journal used two full-page adver- 
tisements and a series of edi- 
torials to promote the contest. 

The judges were R. Dumas. 
director of Hermes, Paris, J. 
Carrayrou, Union Francaise des 
Industries Exportatrices, J. R. 
Marcus Brumwell, chairman, 
Stuart Advertising Agency Ltd., 
and Allan Plowman, editor of 
Stores and Shops. 

The first two prizes consisting 
of one-week trips for two to 
Cannes, with a stay at the Carlton 
Hotel, and to Paris, with a stay 
at the Grand Hotel, were awarded 
to Simpsons of Piccadilly Ltd. 
and Selfridges Ltd. 

Daly’s of Glasgow and David 
Morgan of Cardiff were judged 
runners-up, and the following ten 
stores were commended by the 
judges: Bentalls Ltd., Central 
Stores, Woking, Ely’s (Wimble- 
don) Ltd., Fenwick Ltd., Finni- 
gans Ltd. (Manchester), Fior Ltd., 
Palmers (Gt. Yarmouth) Ltd., 
Rowntrees (Scarborough), Sidg- 
wick & Cowell (Ipswich), and 
White House Ltd. 

The two runners-up and the 
stores commended will each 
receive a prize consisting of 
French goods. They will each get 
a bottle of champagne, a bottle 
of Bordeaux, a lengt material, 


perfume or gloves, and choco- 
lates. 


These prizes were offered by 
the following French manufac- 
facturers : omité Interprofes- 
sionnel des Vins de Champagne, 
Conseil Interprofessionnel du 
Vin de Bordeaux, Fédération de 
la Ganterie de Peau de France, 
Fédération Nationale de la Maro- 
quinerie, Commission de Propa- 
gande du Coton, Maison Barioz, 
Maison Rodier, Maison Lesur, 
Parfums Caron, Carven, Chanel, 
Lanvin, Schiaparelli, Laine & 
Tricotter Pernelle, and Chocolat 
Poulain. 


The Selfridges’ window which won one of the 


ops’ French F ortnight 


The Siapoons of Piccadilly window 
which won a first prize. 


rst prizes in the “Stores and 
isplay competition. 
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New merger of 
four direct 


mail firms 


Two more companies are join- 
ing the Direct Mail Centre Ltd. 
to form what is described as the 
biggest direct mail organisation in 
the country. The new company 

be known as the British 
Direct Mail Group. 

Two years ago the Direct Mail 
Centre, the first direct mail agency 
in Britain, joined forces with the 
Facsimile 
Letter Print- 
ing Co. Ltd, 
Now they will 
be joined by 
ADMAC 
(London) 
Ltd., headed 
by J. W. W. 
Cassels, the 
direct mail 
expert, and 
the Perfect 
Letter - Print- 
ing Co. Ltd., 
a long estab- 
shed fom Martin H. Perry 
handling direct mail production 
and letterpress printing. 

The machine addressing side is 
to be developed on a large scale. 
New premises have been taken in 
Tooley Street, London. The list 
building division is to be extended 
and designed to offer lists which 
are maintained daily. 

Comb‘ned team 

The team behind the new 
organisation will consist of Tony 
Bartholomew, of Facsimile Letter 
Printing Co., Martin H. Perry, 
of the Direct Mail Centre and 
director of Marketing Consultants 
Ltd. and Pictorial Publicity Ltd., 
G. M. Lloyd Williams of the 
Direct Mail Centre, J, Meadows 
of Facsimile Letter Printing Co., 
and Jack Cassels, who, in addition 
to being head of ADMAC 
(London) Ltd. is author of How to 
Sell Successfully by Direct Mail.* 

The new group anticipates an 
annual turnover in the region of 
£250,000. 

* Published by Business Publica- 
tions Lid. in association with B, I, 
Batsford (215.). 
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Outdoor advertising has 
nothing to fear from com- 
mercial TV, Howard Cook, 


lieves. “In the United States 
and in Canada there is keen 
competition between TV, the 


Commercial TV is ‘nothing to fear,’ 


press, and outdoor advertising, 
and yet there you'll always 
find the 13-week contract,” he 
said 


But he saw dark clouds on 
the horizon for the outdoor 
industry, particularly through 
opposition under the Town 


Says poster man 


and Country Planning Act. 

Mr. Cook was speaking at 
a luncheon given to national 
advertisers and their agents to 
mark the formal opening of 
Solus Sites (Leeds) Ltd.’s new 
offices at 


Headingley. 


Higher status for creative 


men needed, 


A strong plea for higher 
status for the sales ideas man 
was made at the coming-of-age 
dinner of the British Sales Pro- 
motion Association at the May 
Fair Hotel last Friday. 

D. A. C. Butlin, director of 
public relations, National Cash 
Register Co., Ltd., proposing the 
toast of the Association, urged 
that industry and commerce 
should give greater recognition 
to the thinker, the man who used 
his creative ideas to produce the 
remarkable standard of advertis- 
ing by which goods were sold. 

He said that although the 
world paid lip-service to the im- 
portance of ideas, too often it 
denied status to the men who 
produced them. In Britain, 
thinkers and ideas men generally 
had a thin time, whereas in 
America the “egg head” was, 
generally, a specialist, highly 
respected and well paid. 

“We might form another 
BSPA — the British Self- 
Promotion Association !" he said. 

The president, Adrian PF. 
Latham, sales manager of C. B. 
McAllan (Engineers), Ltd., said 
that sales promotion was part and 
parcel of the great adventure of 
marketing British goods in this 
country and throughout the 
world. He also revealed that, 
whereas the BSPA was 21 years 
old, America had only just wit- 
nessed the formation of an 
equivalent body, the Sales Pro- 
motion Association of America, 
from whom he read an acknow- 
ledgment of a good-will message 
sent by the BSPA. 


Pictured at a cake cutting ceremony at the British Sales Promotion dinner 
are (left to right) Ken Scriven, hon. secretary, Adrian F. Latham, president, 
Mrs. Latham, Mrs. F. Assheton Taylor, F. Assheton Taylor, vice-president, 
Norman F. Phillips, chairman, Mrs. T. H. Lewis, Leslie Hardern, Thos, H. 
Lewis, past president, and Miss M. A. Lovell Burgess, press officer. 


The cake, cut by Mr. Hardern, public relations officer, 


orth Thames Gas 


Board, was in the shape of Mr. Therm. 


BSPA told 


The toast of the guests was 
proposed by the chairman, Nor- 
man F. Phillips (deputy sales 
manager, London, Metal Box 
Co.), and responded to by 
Captain H. Ward, secretary, 
Industrial Management Research 
Association. 

During the evening, an electric 
shaver was presented to Mr. 
Latham from the Association's 
council in appreciation of his 
work for the BSPA. 


TV trend boosts 
furniture sales 


A nation wide survey con- 
ducted by staff reporters of 
Furnishing World shows that 
furnishers in all parts of the 
country who have opened radio 
and television departments are 
finding this enterprise brings 
increased sales—of furniture. 

Customers for radio and TV 
sets also buy chairs, tables, and 
carpets. 

In some districts in the Greater 
Manchester area, the survey 
shows, nine out of ten furniture 
shops now sell radio and TV sets. 


Sir Winston Churchill 
80th Birthday Fund 


FREE PRESS 
ADS, POSTERS 


More than 200 newspapers and 
periodicals have inserted the 
Winston Churchill 80th Birthday 
Presentation Fund display adver- 
tisement free of charge, and many 
more have promised to do so 
before the end of the month. 

Newspapers and periodicals 
throughout the Commonwealth 
are also carrying the announce- 
ment free of charge. 

It is estimated that by the time 
the Fund closes more than one 
thousand publications will have 
published the announcement and 
that the value of the space pre- 
sented will represent over £35,000. 
The organisers of the Fund are 
providing stereos of the 
announcement to any = size 
required. 

A full! list of publications pre- 
senting space to the Fund is to 
appear at the beginning of the 
Contributors’ Register which is to 
accompany the presentation to 
the Prime Minister. 

The British Poster Advertising 
Association has made arrange- 
ments through its members to 
exhibit free of charge about ten 
thousand posters throughout the 
country. 


More advertising—better living 


The cost of advertising has risen 
less than a great number of 
other things. 

G. V. Nye, Shell-Mex and BP 
Ltd. publicity manager, told 
this to a record meeting of the 
Bristol and West Publicity 
Club. 

During the period 1948-52, he 
said, rents and rates went up 
by 11 per cent, travel 16 per 
cent, clothes 22 per cent, 
furniture 27 per cent, motoring 


40 per cent, but advertising by 
only 10 per cent. 

Pointing out that £700 million 
was spent last year on advertis- 
ing in the US as compared 
with £230 million, or £3 11s. 
oad head, in this country, Mr. 

ye said: “It may be signifi- 
cant that the country which 
has the highest percentage of 
advertising expenditure also 
en‘oys the highest standard of 
living.” 


Market research code discussion 


Draft of a code of standards 
for market research will be dis- 
cussed at an _ extra-ordinary 
meeting of the members of the 
Market Research Society, follow- 
ing their monthly luncheon at the 
Shaftesbury Hotel, London, to- 
day (Thursday). 

First information that a code 
was being formulated in this 
country was given by Dr. Henry 
Durant, founder-president of the 
Society and a present council 


member, when he addressed the 
annual conference of _ the 
European Society for Opinion 
Surveys and Market Research. 
The code will be published 
when ratified by the members. 


Caxton Memorial 


A memorial to Britain's first 
printer—William Caxton—was 
unveiled at Westminster Abbey 
last Friday. 
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The “Young Elizabethan” 
New publishers’ 

campaign for 
children’s journal 


Posters on London” Under- 
ground and bookstalls throughout 
the country are being used to 
advertise the children’s magazine 
Young Elizabethan, which was 
recently acquired from Collins by 
Periodical Publications Ltd. 

The number of pages in the 
magazine have been increased. 
Kaye Webb, a former assistant 


AA dinner 


The Advertising Association's 
annual dinner and dance will be 
held at the Dorchester on Wed- 


nesday. Guest of honoar is 
Leonard Brockington, Canadian 
lawyer and public speaker, and 
president of Odeon Theatres 
(Canada), Ltd. 


editor of Lilliput and wife of 
cartoonist Ronald Searle, takes 
over as editor in January. 

She succeeds Mrs. Bernard 
Fergusson, who will soon be leav- 
ing London with her author and 
soldier husband. 

Since Periodical Publications 
acquired Young Elizabethan the 
policy of the magazine has been 
unchanged—to cater for children 
between the ages of 10 and 16. 

Membership of the Young 
Elizabethan Club is growing 
rapidly, and the list of its patrons 
has been extended. 

Olympia exhibition 
is campaign feature 

The 93 firms who have so far 
booked space at the Business 
Efficiency Exhibition at Olympia 
from June 6 to 16 next year have 
applied for stand areas amount- 
ing to nine-tenths of that avail- 
able, the Office Appliance and 
Business Equipment Trades 
Association announces. 

The event will be the highlight 
of an intensive exhibition cam- 
paign being organised by the 
Association in 1955. 
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Commercial TV rates should 


be ready early next year 


SIXTY PER CENT DIFFERENCE FOR 
LOCAL AND NATIONAL ADVERTISERS? 


(COMMERCIAL television contractors should be able to 
advertise their rates by January or February next year 


—and a 


should cost a local advertiser about 


40 per cent of the charge to a national advertiser. 


These two statements were 
made in Manchester last week 
by Harry Alan Towers, direc- 
tor, TV Commercials Ltd. At a 
meeting of the Manchester Publi- 
city Association he said that by 
the beginning of next year agents 
should be thinking seriously in 
the terms of their clients and pro- 
ducts, and not whether they 
might or might not be able to use 
the new medium. 

TV Commercials Lid. claim to 
be the world’s biggest producers 
and distributors of recorded TV 
programmes. 

Mr. Towers said he thought it 
was essential for advertisers and 
agents to be “in on commercial 
TV right from the start.” They 
should not be suspicious, or 
leave big business to “fight it 
out.” 


Gaining knowledge 


The advertiser should be pre- 
pared to invest something in 
commercial TV by finding out 
everything about it, and the only 
way of finding out was by trying 
out. The agent should already be 
experimenting with the possibili- 
ties of commercial TV, so that he 
would not face the new medium 
in complete ignorance. 

Pointing out that Manchester 
was to have two commercial con- 
tractors, one for week-days and 
the other for week-ends, he said 
that local stations would be able 
to handle both local and 
national advertising. There would 
be scope for even the smallest ad- 
vertisers and it would be possible 
to appeal to the local population 
at quite moderate rates. 

Mr. Towers was asked how it 
was possible to estimate the 
audience of a particular commer- 
cial programme in view of the 
fact that a BBC programme with 
nation-wide appeal might coin- 
cide with it. 


Audience battle 


Mr. Towers conceded that the 
BBC might command a bigger 
audience on a certain night when 
an all-out effort was made, but 
said that, faced with competition 
all the time, it was impossible for 
them to command bigger audi- 
ence than commercial TV seven 
days a week. 

During the first year or so of 
commercial TV, people would 
more or less be “buying space 
blind.” Afterwards, when statis- 
tics about peak viewing periods 


and potential were available, the 
rates would be fixed accordingly. 

There would be much develop- 
ment of the off-peak hours for 
women, These would draw a 
much bigger audience than 
similar BBC programmes, one 
reason being that in about half- 
an-hour as many as ten products 
could be included in a shopping 
guide for women, 

Asked how the contractor 
could guarantee viewing-poten- 
tial, Mr. Towers said that the 
first essential in running a com- 
mercial TV station was to try to 
create the “viewing habit.” The 
commercial operator attempted 
to offer the viewer the same basic 
type of entertainment at the same 
time each day or week, and in 
this way was able to build up and 
guarantee so many viewers at 
such and such a time. 


The pulling power of the journal's 
classified advertisements is featured 
on the “Motor Cycling” stands at 
the Cycle and Motor Cycle Show 
at Earls Court. A complete range 
of “Motor Cycling's” associated 
books are also displayed. 


Council protest 
at Ministry’s 
‘yes’ to posters 


Pudsey Town Council are to 
make the “strongest possible 
representations” to the Minister 
of Housing and Local Govern 
ment in protest at a recent 
decision to allow an advertise- 
ment site in Richardshaw Lane, 
one of the town's main 
thoroughfares. 

The Council originally refused 
consent for the advertisement, 
but an appeal by the bill- 
posting company concerned was 
granted at a recent public 
enquiry. 

Cr. F. Ambler said it would be 
wrong if they, who knew the 
amenities of the district, were 
to sit complacently and allow 
such things to happen. 

Cr. H. Keighley protested that the 
Minister had no right to over 
ride local opinion to the extent 
of allowing an outside profit- 
making firm to come and 
“make an eyesore” of one of 
the main thoroughfares. 

Other members said that the Lane 
was becoming known as “adver- 
tisement lane.” Their plans to 
beautify the town were being 
set at nought by the erection of 
the advertisement site, 


Test case sign 


taken down 


An advertisement sign, erected 
in 1927 in Newark Market Place 
-——subject of a test case public 
inquiry in August—has been 
taken down. The 25 feet black 
and gold sign advertising “His 
Master's Voice,” owned by A. F. 
Coyne, radio and television 
dealers, was ordered to be 
removed by Nottinghamshire 
County Council, 

At the inquiry it was stated the 
County Council had taken similar 
action in “five other cases,” 


‘hii ’ 

US ‘Digest’ rates 

In April, 1955, the US edition of 
“Reader's Digest” will begin 
taking advertising for the first 

Rates will be £9,465 per 
single page in black and white, 
or £11,072 four-colour. 

For the first year, the a 
content will be — Le. 
pages per issue. v 
ments for alcoholic beverages, 
tobacco products, and medical 
remedies will not be accepted. 

The net paid sale of the US edi- 
tion of “Reader's Digest” is 


are highest ever 


magazine, but before they had 
even been announced, applica- 
tions had been received for 
more than 1,000 pages. 

The decision to take advertise- 
ments followed when a poll of 
readers strongly favoured this 
arn instead of an increase in 

2. 


Advertisements are carried in the 
British edition and the 27 
foreign - language editions. 
Rates for this country’s edition 
are £625 for a black and white 
full page, and £750 for a four- 
colour page. 
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Heads Shell-Mex, 


BP PR section 


J. LillieCostello has been 
appointed public relations manager 
of Shell-Mex and BP Ltd. He will 
head a newly-formed public rela- 
tions department which will extend 
the services hitherto given by the 
press and information section of 
the company’s trade relations de- 
partment. 

* * . 


On the retirement of A. H. Joyce, 
on November 26, B. Cockram will 
be appointed director of informa- 
tion, Commonwealth Relations 
Office in charge of the information 
department. Mr. Joyce will be re- 
employed in charge of liaison with 
the United Kingdom, Common- 
wealth, foreign press, and BBC. 

* + - 


Harry Downing, of Forum Art 
Service, Lid., Maurice Rickards, of 
Contact Studio, Litd., and Leslie 
Cole, the Chelsea artist, judged the 
entries in the Gibbs Dentifrice 
Caliarpns Featpacs Compenmen. 


Andrew Campbell who, until jusi 
recently, was assistant managing 
editor of the Publishers Circular 
and Booksellers Record, has joined 
Foldex Ltd., the international firm 
of map publishers as publicity 
executive. 

+ - * 


L. R. Askham, who spent many 
ears in Johannesburg handling 
inglish books and magazines by 
mail order peoecty, has been 
speinied publicit manager to 

. B. Harrison & Sons Ltd., book- 
sellers and publishers, of Ipswich. 


News About : 


, 
P. M. Gaffney has left Arks Lid., 
Dublin, to take up his appointment 
as general manager of O'Donnell, 
Earl and Partners Ltd., Dublin. 
* a * 
Michael Carr, former! of 
O'Kennedy-Brindl Lid., blin, 
has joi the of Arks Ltd. 
7 * * 


Leslie Underwood has taken over 
the control of production—art, 
copy and radio—for J. Inglis 
Wright Ltd., one of the biggest 
advertising agencies in New Zealand. 
He left >. Pritchard, Wood & 
Partners Ltd. in 1948 and went out 
to New Zealand with his wife and 
two sons to take up a creative 
appointment with J. Hott Ltd. 

” * 

Wallace has 
Foote, Cone & Iding Lid. as a 
copy group head. He was previ- 
ously a senior copywriter at Mather 
& Crowther Lid. and before that 
with Arthur F. Dixon Ltd. 


McCann’s chief goes 
to HQ conference 


William E. McKeachie, chairman 
of McCann-Erickson’s London office 
and supervisor of European opera- 
tions, has left London to attend a 
special conference at his agency's 
head office in New York. ccom- 

anying Mr. McKeachie were 

cCann’s director of research, 
lenry, and Peter Lorne 
former national sales manager of 
Alfred Bird and Sons, who has 
recently joined McCann's London 
office as marketing specialist. The 
conference will concentrate on the 
major aspects of McCann's policy 
and planning operations in Europe 
next year. 


joined 


A. Hawkins (right centre), of Silver Cloud Publicity, agents for Adverlight, 
the new illuminated sign for use in tobacconists’ shops and public houses, 


presents a cheque to 8. C. W. Disne 
are: 3. 8. Chaloner 

(Time-Life’ International), G. 
(“National Newsagent’), 
Review”), A. B. F 


y, secretary of ‘Old Ben.” 
and P. Hickey (Seymour Press Lid., ¥. J. Thom 
Adamson and J. W. M. 
P. G. Williams 
featherstone and A. Gibson (National Union of Retail 


Also present 


pson 
Gillvray 


(Newsagents, Booksellers 


Tobacconists), and V. 8. Holt (National Federation of Retail Newsagents, 


Booksellers and Stationers). 


The cheque was presented after the manu- 


facturers had promised to give specified sums to charity if a given number 
of tobacconists were encouraged by their trade associations to instal the 
Adverlight. 


G. A. Towers (left), art ar a Masius & Fergusson Lid., shows his 


managing director, 3. G. 
the work 


_Mardon resigns from 
Wass, Pritchard board 


Eric Mardon, 
director of Wass, Pritchard & Co. 


joint managing 
Litd., has expressed the wish to 
retire from the board of directors 
at the termination of the present 
year “for reasons which are purely 
of a private nature.” 

His colleagues have expressed 
their sincere regrets that such a 
severance has to be made “after so 
many years of business co-operation 
and the deeply valued understanding 
which has always and ‘still exists.” 

- * * 

Andrew Wise has been appointed 
a junior account executive at 
Gordon & Gotch (Advertising) Ltd. 
He was previously with Dorland 
Advertising Ltd. 

a * - 


In order to ensure maximum sup- 
port for Warner Bros.’ big pro- 
gramme of top-budget film produc- 
tions, the company's publicity de- 

riment has been reorganised 
ack Francis, as director of adver- 
tising, will concentrate on these pro- 
motion fields. Robert Stannage, 
formerly assistant director of pub- 
licity at 20th-Century-Fox, has been 
appointed director of publicity for 

arner Bros. to take charge of 
radio and public relations. 


round the fourth art show of 


the agency's staff last week. 


Arnold E. J managing direc- 
tor of McConnell & Co., Lid. has 
returned from a tour of Holland 
and Germany on behalf of several 
McConnell clients. The photograph 
taken in Wetter, Western Germany, 
shows a discussion on advertising 
for Demag cranes and hoists. L. to 
r., seated, G. Howe and A. G. 
Clayton (of Aabacas Engineering 
Co. Lid., British Demag agents); 
Otto Blank (managing § director, 
Demag-Zug), Arnold E. Jones, and 
H-G. Mutzelfeldt (export manager, 
Demag-Zug). 
* * * 


Peter Colbourne, who has been 
campaigns manager with Chadwick- 
Latz for the last three years, and 
Robb Holland have been appointed 
associate directors of the company. 

+ * * 


Miss J. B. Whittaker is back at 
work with Auger & Turner Ltd. in 
Birmingham after six months 
absence in hospital. An operation 
she had in May was successful. 


* 7 * 
Lewis Woudhuy 


his directorshi 
Lid. to launc 


sen has resigned 
of Newman Neame 
his own publishin 
business. He is now a director o 
Byrne and Woudhuysen Ltd. 
oward Byrne, an American writer 
and photographer, is associated 
with Mr. Woudhuysen in the firm. 
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Which paper has over 
1,800,000 more readers than 
any other national daily. 


Which paper has over 1,700,000 
more readers under 45 than 
any other national daily. 


Which paper has more 
unduplicated readership than 
any other national daily. — 


Which paper has the greatest 
number of multiple income 
households of all national dailies. 


Which paper has the lowest sposicaniaeiill 
square inch per thousand revealed by the 
rate of all national dailies. ILA. Survey 1954. 


Which paper has the 
greatest daily net sale on earth. 


DAILY MIRROR 


THE WORLD'S GREATEST MASS MARKET MEDIUM 
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Top management’s role in public relations 


| 


Mrs. Palmer, widow of the late 
H. E. Palmer, founder of Allardyce 
Palmer Lid. receives a presentation 
from W. E. Bateman, at the agency's 
21st birthday celebrations. 


Agency celebrates 
2 ist anniversary 


To mark the 21st anniversary 
of the founding of Allardyce 
Palmer Ltd., a party was given 
at tne Castie Hotel, Richmond, 
for 120 employees and thei: 
friends. 

C. J. Bailey, joint managing 
director, id tribute to the 
ability and initiative of the late 
H. BE. Palmer, who founded the 
agency in 1933. W. E. Bateman, 
art director and a close associate 
of Mr. Palmer since 1911, made a 
presentation to his widow, who 
was present. ; 

P. H, Palmer, joint managing 
director and son of the founder, 
congratulated Mr.’ Bailey on his 
contribution to the success of the 
agency and presented him with a 
gold watch to mark the comple- 
tion of 21 years’ service. 

Aliaradyce Paimer was estab- 
lished with a staff of four. It 
now handles the publicity of over 
one hundred companies. 


New FBI Register 


French, German and Spanish 
glossaries are a new feature in the 
1955 (27th) edition of the FB/ 
Register of British Manufac- 
turers. Published for the Federa- 
tion of British Industries b 
Kelly's Directories and Iliffe Ltd. 
(42s.) it includes a buyers’ guide 
which classifies over 6,800 FBI 
member firms under more than 
5,000 trade headings, and an 
alphabetical directory of all these 
firms, as well as information 
about trade associations, proprie- 
tary names and trade marks 


‘REPUTATION MORE IMPORTANT THAN 


PROFITS—THIS YEAR OR NEXT’ 
Effective public relations can only be achieved through tip- 
top organisation in management— it is no good putting a Dior 


creation over dirty underwear. 


This was stated by Lt.-Col. 
L. F. Urwick, chairman of 
Urwick Orr and Partners Ltd., 
when he spoke on “PR and busi- 
ness organisation” at a luncheon 
meeting of the Institute of Public 


Relations last week. He empha- 
sised the important role top 
management had to play in 


shaping public opinion. 

Man as a consumer was an 
individual and largely un- 
organised, he said. Man as a 
producer was to-day invariably 
associated with a large business 
organisation and did not operate 
as an individual. Hence the con- 
flict between capital and labour. 

Management in industry was 
becoming increasingly concerned 
with public opinion. It kept con- 
tact with the public in three ways 

-by advertising and publicity, by 
industrial relations and by public 
relations. 


| Four-fold development 


Public relations, he said, was 
concerned with opinion held of 
the business or organisation by 
the community at large. He 
named four factors as being 
responsible for the development 
of public relations 

@ The fall in the level of public 

esteem accorded to business 
and those who managed 
business. Wise leaders had 
seen it necessary to justify 
to the public the functions of 
those who were responsible 
for leading business. They 
had to convince the public of 
their good. 

@ The realisation that the con- 

flict between consumer and 
ee could only be satis- 
ed democratically by public 
opinion, 

@ The development of big busi- 

ness which had given leaders 
a larger and less personal 
view of business. “But the 
co-operative bodies have to 
realise that its contacts and 
reputation with the public 
are in fact more important 
than profits—this year or 
next year,” he declared. 

® Recognition of the fact that 

knowledge about particular 
channels through which 
public opinion is built up is 
a specialist's job. 

He continued: “If a business 
undertaking does not take posi- 
tive steps to see its public appre- 


BATH ABBEY... . 


BRISTOL 


Head Office : SILVER STREET and BROADMEAD, BRISTOL. 


ciation attracts the right kind of 
attention for the right reason the 
chances are that it will attract 
the wrong kind of attention for 
the wrong reason.” 

The «wader oi a business con- 
cern had a great responsibility, for 
whereas an eilicient pubdiic reia- 
tions man would relieve his boss 
of the bulk of his public appear- 
ances there were occasions when 
there was too much limelight for 
the leader to get away with it. 

The ultimate function of a 
PRO was to tell the truth so as it 
was understood by people. Pub- 
licity was essential for—in the 
words of Harold Laski——‘Pub- 
licity secretes freedom.” 


Everett Jones at 


Dutch conference 


A. Everett Jones, chairman of 
the Advertising Association's 
publicity committee, will speak 
on “ How to estimate your adver- 
tising outlay and how to spend 
it” at the annual conference of 
the Netherlands Advertising Asso- 
ciation taking place at Rotterdam 
to-day (Thursday) and to-morrow. 


This Piccadilly electric sign, measur- 
ing 30 feet square, was erected in 
21 days for Dominan: Sites Ltd., 
by London Signs & Illuminations 
Lid, for the National Milk Mar- 


keting Board via their agents 
Mather & Crowther Lid. 

The 19 feet by 12 feet “icogo” at 
the top, which is in light and 
dark blue, is superimposed by the 
wora “Milk’’ in letters 6 feet high. 
The glass in the bottom right-hand 
corner is \1 feet high. 

There are two slogans, which read 
alternatively “The best drink in 
the world” and “Take a glass a 
day.” The whole sign is 
surrounded by three lines of 
strawberr)-coloured tubing. 


.. . allied to the West Country 


Trade protests 
at society’s 
ad claims 


As the result of a trade society's 
adverusement that appeared in 
Woman, the London District 
Council of the Federation of 
Boot Trades Associations is to 
protest to the magazine. 

The advertisement was headed 
“About shoe repairs,” and the 
copy read: “Housewives are 
worried at their high costs. They 
know some trade associations 
have even agreed to maintain ex- 
cessive charges. Good shoe re- 
pairers belong to the St. Crispin’s 
Society of Shoemen, and they 
guarantee good shoe repairs at a 
just price.” 

A subsequent leader in the Shoe 
and Leather News has stated: 
“The advertisement casts sus- 
picion of over-charging on any 
repairer who has not seen fit to 
become a member of one particu- 
lar trade association and, in doing 
sO, Causes a serious injustice to 
many thousands of honest. 
straightforward traders. 

“The St. Crispin’s Society is 
fully entitled to try to convince 
the public that it can secure better 
repairs, or even cheaper repairs. 
by taking its work to a trader 
who is a member of that organisa- 
tion. 

“But is is deplorable that it 
should have resorted to an impli- 
cation that i.s members have a 
monopoly of honesty. Such a 
policy is not good ethics. Nor 
is it good business. Any adver- 
tising expert will tell the St. 
Crispin’s Society that it is never 
good policy to use what is known 
as ‘knocking copy.’” 

At a recent meeting of the Lon- 
don District Council of the Boot 
Trades’ _ Associations, a member 
said that all repairers, irrespective 
of whether they were BTA mem- 
bers, should protest to the editor 
of Woman about the acceptance 
of “this offensive advertisement.” 

A. L. Barber. secretary of the 
London District Council, sug- 

ested that the attention of the 
ress Council should be drawn to 
the advertisement, while another 
delegate at the meeting asked that 
legal advice should be taken. 


Tax on Belgian ads 


Under a Belgian government 
order just published, an advertis- 
ing tax of 4.5 per cent will be 
charged on all foreign adver- 
tisements. 


EVENING POST 


with more than 134,000 copies daily. Largest circulation in the West. 


Leadon Office : 85 PLEET STREET, E.C.4 
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“(\F ALL THE POPULAR, more accessible, papers 
the Daily Mail is that which stands out for 
good standards. 


I first noticed this some years ago in relation to 
its foreign news: very important in the world as it 
is today that we should be reliably informed. 

Even more important is the way the news is set 
out : first things come first and are given their proper 
place. I hate the hysterical headlineism of modern 
journalism. 

I like the serious-minded articles on the middle 


ADVERTISER'S WEEKLY 


LFRED LESLIE ROWSE, D.LITT., F.R.8.L., Fellow of All 

Souls College, Oxford, was born in St. Austell, 
Cornwall. President of the English Association in 
1952, he is also editor of the Teach Yourself History 
Library. Poetry and politics, the England of 
Elizabeth, and his native county in all ages—these 
are among the main interests of this distinguished 
historian and stimulating teacher. 


wi, 


page and the book-reviews also exemplifying good 
standards. 


Best—and a rarity this—are the leaders, which 
are both incisive and responsible. People seem to 
find it difficult to be both—especially intellectuals 
and writers: all too many of them have no sense 
of responsibility whatever. 


To have no standards means treating the public 
with disrespect. Your leaders, treating serious issues 
seriously and also very effectively, with plenty of 
spirit, display a fundamental respect for the mind 
of the public.” 
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DIRECT a — THE POLITE GATECRASHER 


‘It must work in a split second’ 
| Jack Cassels tells Creative Circle 


a 


FLEET STREET 
PLAYERS 


Front cover of the programme for 

Fleet Street Players’ presenia- 
tion of “The Farmer's Wife’ at the 
Fortune Theatre next Monday and 
Tuesday. The proceeds of the two 
nights will go te the National Adver- 
tising Benevolent Society. Latest 
reports from the Players state that 

the re e gone well. 


Manchester firm’s 
first post-war 
Food Fair 


Speaking on behalf of food 
manufacturers at a dinner at the 
Market Street, Manchester, store 
of Lewis's, Ltd., M. S. Duxbury, 
an advertising representative of 
Batchelor’s Peas, Ltd., Sheffield, 
stressed that the advertiser's job 
was to persuade the housewife to 
buy his products by using skilful 
advertising and display. 

“Once she has been persuaded 
to take the plunge, it is up to the 
firm's products,” he added. “If 
they are of good quality, the 
housewife will no doubt buy 
again.” 

The dinner was given by 
Lewis's, Ltd., to mark the open- 
ing of their first post-war Food 
Fair, and Mr. Duxbury said he 
hoped that it would be held 
annually. 

Welcoming guests-—who in- 
cluded editorial and advertising 
representatives of Manchester- 
based newspapers —-R. D. Mar- 
quis, the store's greet manager 
and son of Lord Woolton, said 
the Fair had been organised in 
collaboration with manufac- 
turers in the hope that it would 
stimulate the public's interest in 
good food. 

28 food manufacturing con- 
cerns exhibited at the Fair. 


Direct mail is a gatecrasher. 


It invades uninvited the 


aw 's breakfast table and must explain its presence in 
manner—and quickly, said J. W. W. Cassels, a 


Guan of 


new British Direct Mail Group when he spoke 


at the Advertising Creative Circle on Tuesday evening. 


A press advertisement had to 
meet strong competition from a 
paper’s editorial columns, photo- 
oe or and other advertisements. 
t had to shout or it would pass 
unnoticed. But shouting under 
the circumstances in which direct 
mail operated would be rude, and 
unnecessary, he said. 

“For the split second when the 
envelope is opened, direct mail 
has the undivided attention of 
the reader, undisturbed by the 
shouts of competitors. In that 
split second, direct mail must per- 
suade the reader that it is to his 
interest to read further. 

“A gripping orator may weave 
a spell on the platform; if he 
forced his way into a private 
house and shouted and gesticu- 
lated as he had done so success- 
fully on the stage, how long 
would he be suffered ?” 

Mr. Cassels, who is the author 
of How To Sell Successfully By 
Direct Mail, spoke of the prob- 
lems that are encountered in 
giving clients an efficient direct 
mail service. He asked if adver- 
tising agents were geared to un- 
dertake direct mail. 

“Direct mail stands second 
to press in the amount of 
money spent on it and there is 
only one explanation why these 
vast sums of money are spent 
on it—it pays,” Mr. Cassels 
continued. “Given the +. ~ 
condition, direct mail 
certain advantages peculiar to 
itself, the most important pos- 
sibly being its ability to be per- 
sonal, Don't underestimate the 
tremendous pulling power of 
this attribute.” 

He spoke of some advantages 
which “should make the creative 
man lick his lips.” 

“The riches of the paper manu- 
facturer, the printers, the block- 
maker and artist are poured out 
at the feet of direct mail. What- 


Paper’s centenary 

The Orcadian, weekly news- 
paper of Orkney, celebrates its 
centenary this month. Founded 
by James Urquhart Anderson, of 
Kirkwall, it was the first news- 

per to be printed and pub- 

ished in Orkney. It is now 
owned by Mrs. R. Miller, Kirk- 
wall, a great-great-granddaughter 
of the founder, 


ever you need to present your 
roduct in its most favourable 
ight is yours in abundance. Un- 
limited colour, the finest blocks, 
exactly the right paper, as many 
printing processes as you like— 
the only limitation is what the 
job will stand,” he said. 
Referring to the use of direct 
mail in partnership with press 
advertising Mr. Cassels remarked: 
“When you see a press advertise- 
ment urging the reader to send 
for the explanatory booklet, you 
are using the advantages of direct 
mail to clinch the sale, after the 
press has created the opportunity. 
“You can use direct mail to 
stimulate sales in a selected dis- 
trict. You can use it to foster 
oodwill, and to give and get in- 
ormation. In fact it must be a 
peculiar business that has not 
some use for direct mail.” 


RAF PUBLICITY 


Royal Air Force publicity for 
1953-54 cost a Almost 
all of it was mt on recruiting 
campaigns. is was stated in 
a written answer in the Commons 
last week by G. R. Ward, M.P., 
Under-Secretary of State for Air. 


1955 paper and 
board imports up 


More’ currency has 
allotted for the import of a 
and board in the first six months 
of next year. The total sum of 
£174 million f.o.b. is about £24 
million more than the original 
allocation for the current six 
months. 

Greater flexibility has been 
introduced between dollar and 
sterling imports, and the sums 
which may be spent in dollar 
markets are larger in some cases. 

The “floating” allocation, which 
can be used for the import of any 
type of paper and board, except 
newsprint, has been increased to 
£4 million. 

The wood pulp allocation is 
over £2 million up at £41,123,000 
c.if., and esparto mills 
£100,000 more with an allocation 
of £3 million. 


New display unit 

A new hexagonal adjustable 
turn-table display unit has been 
introduced by Universal Screen 
Services. 

It is composed of a main base 
housing the driving unit and the 
upper structure consists of three 
separate walls of the same shape 
which, placed one upon another, 
can be built into a one, two, or 
three floor turn-table structure. 

The shape of the turn-table is 
also adjustable and the unit can 
be _ with or without the side 
walls. 


This window display for the new Ronson electric shaver was installed at 
Ronson House to coincide with the launching of the national advertising 


campaign handled by Mather & Crowther Ltd. 


In the display the figure 


on the right is animated, the arm moving up and down in a shaving 


motion. 


During this action the image in the mirror cannot be seen, but 


coinciding with the downward movement of the arm, the mirror is 

illuminated internally and the image of the shaven face becomes apparent. 

The caption board is surmounted by a large display panel at the base of 
which three shav vers in their presentation cases are e displayed. 
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Read by those who take a more than 


ordinary interest in their homes 


House Beautiful 


Keep House Beautiful in mind for your 1955 schedules 


OLIVE A. BIRD Advertisement Manoger HOUSE BEAUTIFUL THE NATIONAL MAGAZINE Co. Ltd., 28 30 GROSVENOR GARDENS $.W.1. SLOANE 4591 
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COMMENT 


THE MAN WHO 
CAME TO DINNER 


Guest of the Women’s Advertis- 
ing Club of London at their 
last dinner was Professor 
Robin Darwin, principal of 
the Royal College of Art. 

The »role cor turned —~ - be a 

with strong opinions. 
nena women who hold influ- 
ential positions in a responsible 
business: “Advertising is 
founded on lies—it would be 
jolly dull if it wasn’t.” 

Then he made an unfavourable 
comparison between the £200 
million a year spent on adver- 
tising and the less than £1 
million spent by the Arts 
Council, 

“The whole thing is so disgust- 
ing, really,” the professor pro- 
tested 


Ill-informed 


if the ofessor had confined 
him to those ill-informed 
remarks the incident could 
have been written off as just 
another intellectual side-swipe 
at the commercialism which 
keeps even art school principals 
fed and clothed. 

But the attack did not end there. 
it was driven right into the 
technical workings of the ad- 
vertising business. 

Professor Darwin said about the 
creative men: “The demand for 
commercial artists is on a very 
low level—such as horror 
comics or magazine illustra- 


tions. 

“We get students even going into 
advertising agencies, but not 
standing it long.” 


Preju.ices 


What a tragedy it is when a man 
in such a position is allowed to 
hoid such opinions. He should 
be an early target for educa- 
tion and enlightenment. 

His remarks, fortunately, did not 
go unanswered. 

Thanking the guest for his 
speech, Mrs. Margaret Havin- 
den gave him a gentle reminder 
that many entrants into adver- 
tising came from art colleges 
and that it would be a difficult 
job turning them into creative 
artists if they had already im- 
bibed prejudices against adver- 
tising during their training. 

The question for the professor 
is: Would it not be betier to 

teach art students that adver- 

tising is an honest trade to 
which they can give of their 
best ? 


44> 


Talking Points 


Co-operative action by 
for cheaper newsprint? 


WILL the abolition of 
newsprint rationing hit 

the provincial press ? 

: the question cropped up 

in a radio debate between 

Frank Owen and Randolph 

Churchill. 

Mr. Churchill, who appears to 
have less faith than his illustrious 
father in press and people, had 
pessimistic views which the BBC 
confined to its Northern Service. 

He said he thought that pro- 
vincial mornings in particular 
would find it difficult to survive 
the transfer of advertising to 
national newspapers. He regretted 
this possibility “because the 
standard of the provincial press is 
higher than that of the national 
press.” 

Mr. Owen spoke up for “local 
newspapers . . . representing one 
of the last safeguards of liberty 
and culture in our country.” 

And he made a suggestion that 
local newspapers “by co-opera- 
tive enterprise” might get news- 


print cheaper. 

A MONEY-BACK guarantee 
offer is to be made by 

Campbell James & Company, 

Limited, Unilever House, E.C.4, 

on their new product, Puffin, a 

complete cake-mix. 

This cake-mix is being 
launched in London and the 
home counties of Essex, Hert- 
fordshire, Middlesex, Surrey and 
Kent during November. 

A handout says: “/f the 
instructions given on the packet 
are followed faithfully and the 
results are not satisfactory, the 
empty carton can be returned to 
the company with comments and 
the full purchase price will be 
refunded. 

“This is the first time such an 
offer has been made on a com- 
plete cake-mix, and by requesting 
that the empty carton be returned 
direct to the company at Unilever 
House, Campbell James remove 
the possibility of extra work fall- 
ing on the retailers.” 

Do they expect so many 
complaints ? 


SPRECHEN SIE..? 
HIS is a multi-lingual talking 
point... 
If you received from Germany 
a document bearing the simple 


words “Auflagenbestatigung 
durch Auflageniiberwachung- 
stelle,” would you scratch your 
head in impotent dismay? Well, 
all you need do is turn up the 
“Deutsch” index at the back of 
the Dictionary of Advertising in 
Eight Languages, published under 
the auspices of the International 
Chamber of Commerce, consult 
the page indicated. and dis- 
cover that it means “Report certi- 
fied by the Audit Bureau of 
Circulations” (in Deutschland 
IVW). 

And if you wish to know the 
French, Spanish, Italian, Dutch, 
Portuguese and Swedish versions 
this publication will also tell you. 

Question some advertising and 
marketing men are asking is: 
How does all this help me? 

Our reviewer says the publica- 
tion is “indispensable for any 
agency with European or Latin- 
American business or  con- 
nections.” 


ROAD SENSE 


PARAGRAPH in. this 
column on November 4, on 
posters and road accidents, 
apparently led to a good deal of 
excitement behind the scenes ; 
indignation on one side, refuta- 
tion on the other. 
Now comes a 


letter from 


provincials 


W. J. Leaper, general secretary 
of the Solus Outdoor advertising 
Association, who has been in 
touch with the Mayor of West- 
minster, Cr. J. G. Elsworthy, who 
we reported as having described 
posters as a “very fruitful source 
of accidents.” 

Mr. Leaper says the Mayor has 
written to say he did not use the 
“fruitful” phrase, but that he did 
say that “an attractive poster put 
in an unsuitable position—such 
as on a railway bridge at a cross- 
roads, might be the cause of an 
accident by drawing the attention 
of the driver away from the 
road.” Certainly a less graphic 
way of stating his opinion ! 

Interesting footnote from Mr. 
Leaper: “Extensive inquiries 
have been made, both in this 
country and the United States, 
and there is no record of a poster 
ever having been the cause of a 
motoring accident.” 


PENNY POINTS 
How would advertising agen- 
cies here like their services 
to be evaluated on a chart look- 
ing somewhat like a football 
pool coupon ? 

Perhaps it can only happen in 
America. But an agency there 
has devised a promotion piece 
suggesting “how top management 
can measure an agency's capa- 
city.” 

A thousand points are possible. 
Too bad if the coupon arrives 
when the client has indigestion ! 


TO-MORROW’S TOPICS 


® EGGS: Poultry Association of 
Great Britain will consider a 
suggestion for a _ big-scale 
advertising campaign to boost 
sales to the pre-war level. 


@® BACON: National Federation 
of Grocers is to be asked to 
launch a campaign “to stimu- 
late the interest of the younger 
housewife.” Sales have not 
increased since bacon was 
de-rationed. 


@The Scottish Co-operative 
Wholesale Society is to intro- 
duce a new scheme for self- 
service stores. Demonstrator- 
sales promoters will be loaned 
to stores to promote the sale 
of SCWS products. 


@The Board of Trade is to 
approach British firms in a bid 
to boost space bookings for the 
International Trade Fair to be 


held in Toronto next May 30- 
June 10. 


®Big campaigns are being 
planned for ready-mixed oil 
and petrol used to power two- 
stroke motor - cycle 
powered cycles. These will 
break when production reaches 
peak next year. Shell will 
introduce special pumps. 


® There will be heavier advertis- 
ing for man-made fibres next 
year when production will 
reach new heights. 


@ Following the success of the 
Vacco flask with separate con- 
tainer for milk, introduced last 
summer, other vacuum flask 
manufacturers are planning 
new gimmicks which will be 
widely advertised next spring. 


ROUND TABLE 


FOR CIRCULAR AND SAMPLE DISTRIBUTION 


house to house—any town in the United Kingdom 


CIR CULAR DI $ TRIBU TOR $ L TD. y 21 LEIGH ST., LIVERPOOL. ROYAL 8861 


. . : * a > a a 
# 2 — sect etal vad eS 
: : — Bip. | 
; — . as “ 
ea 2 
4 
ee es = Novemper 18, 1954 : 
‘ 
Res 
: | * . * * bd Po ° . . 7 7 
| 
~ 7 ] ee ——— 
ee | 
Z q 
: all 
. “4 
- “<) ‘. a 
ah Bee 
oe: é 
Se * oa 
' 
q . 
: 
* Ps 
; ‘ 
| ae 
- oz 
Pe ; 
€ ot 
Wy 
“i 
ee: 
. h 
| ae | 
‘e 
ce 
- 
a 
Sy 
5 
Fa 
. 
a po 
ry he = _ 7 
ie 
3 
Kc 
y 
“2 
tim 
aS 
‘ : 
N ' 
fo, i 
& 3 . 2 a 
a +) pea ee | at 4 sal 3 a ee ; = ; 4" oii’ re ci) ee 4 a ae : 
Ff to er “/ eee: , ee 4 SO Pe, ae A ee” “a ek { 
RB OY eae a 2, oe =~. 24 ~ SR ee aye ane Be hs RP er ee 


NOVEMBER 18, 1954 445 ADVERTISER'S WEEKLY 


e MIDLAND 


picture is 
NOT complete 
without the «© 


a 


Unless your space schedule in- 
cludes the Birmingham Evening 
Despatch your Midlands coverage is 
incomplete. The largest and richest 
market in the provinces needs the 
persuasive influence of this lively evening 
paper which gets home to the people of the 
Midlands.. 


Birmingham Popular Evening 


Evening 4) rg patch ee 


CORPORATION STREET, BIRMINGHAM, 4, TEL: CENeral 8461 
ERNEST LUMSDON - London Advertisement Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170, FLEET STREET, LONDON, €.C.4. TEL: CENetral 3265 
Leeds Office: 11, ALBION PLACE, LEEDS, Tel: LEEDS 24998, Monchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel: BLAckfriers 3990 
mes eT 
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it-yourself’ movement | 


ONCE upon a time there 
was a very clever woman 
who found the real secret of 
attracting men. She discovered 
that make-up, perfume, provo- 
cative underwear and all those 
other feminine guiles were 
outmoded by a man’s idea. 
The simple formula was to 
take over a bomb-site—prefer- 
ably in the West End of 
London—erect a screen around 
it to make it difficult for the 
public to look in—and then 
start digging holes, mixing con- 
crete, building cranes, and all 
the other paraphernalia of 
putting things together. T 
would guarantee the attention 
of more men than Helen of 
Troy in her prime could ever 
hope to attract. 


The “reason why” for this? 


Men, even if they do not ex- 
actly classify as a “man about 
the house” like to know how 
things are put together, how 
things are made, how it is done. 
This interest is not only con- 
fined to men. 


horme workshop — built by 
Sages With casily asseutbled 
sewtteories ; all at the lowent 
cot, Ak yout desler — of 


} 
IT’S UNDER ADVERTISED—4: Could sales be better? Is there an | 
unsatisfied demand? If not, could a demand be brought into exist- | 
ence through the application of skilful advertising ? 
sixth in a series of articles indicating products and services which | 
might sell better with more—or improved—forms of advertising. | 
In this article, a contributor expresses the belief that despite al! 
the evidence of a great interest in useful home hobbies, too little is | 

being done to advertise relevant products. | 
J 
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Successful exhibition 


in 1953 the first International 
Handicrafts, Homecrafts 
Hobbies Exhibition was staged 
at Olympia—a big venture to 
sponsor, Something like 100,000 


4 


people attended. is year the 
attendance at the exhibition was 
increased by 50 cent. There 


were over 150 exhibitors and the 
programme contained nearly 50 
pages of “Do it yourself” adver- 
tisements. 

In addition there is not a “home 
lovers” journal on the bookstalls 
that does not devote some of its 
space in each issue to practical 
“do it yourself” information. Even 
the nationals devote precious 


Effective advertis- 
ing for powered 
tools is being 
carried out b 
Bridges & Co., Lid 
National news- 
papers are devot- 
ing considerable 
attention to the 
“Do - it - yourself” 
trend and it is sur- 
prising that more 
advertisers with 
relevant products 
not more active 


— "LAN 
Retpble POWER TOOLS i etting he rusi 
‘snc unboes a cour tit inure tins "lon oop.” 
have to offer. 


This is the 


This firm—Black 
& Decker—seems 
to be doing very 
well in the “Do-it- 
yourself” field, 


But advertising seems to be a 
long way behind. 

When the average man thinks 
in terms of doing the job himself 
there are very few brand names 
he knows in terms of materials 
and tools. He knows Sandersons 
as the makers of wallpaper, 
Harris for brushes, and the 
names of a few paint manufac- 
turers. This brand knowledge 
has been built over years of ad- 
vertising, starting long before the 
“Do it yourself” urge began. 


Some stormy battles 


To the paint manufacturers 
goes the credit for the pioneer 
work. Before the home-decorat- 
ing habit reached its present size 
they embarked on a policy which 
must have been the subject of 
some stormy board room battles. 
For years their business had 
been with the professional pain- 
ter and decorator. Their confi- 
dence in making valuable sales 
by selling direct to the consumer 
must have been such that they de- 
cided to run the risk of offending 
their oldest and biggest customer, 
“The Trade.” In terms of tins 
sold, the paint manufacturers 
have, to say the least, no doubt 
offset the loss of paint sales 
which would have resulted in 
view of the high cost of labour 
in the building industry—with a 
little bonus thrown in; the 
householder who does his own 
painting, wastes more paint than 
@ professional, and puts it on 
thicker and keeps his 
decorated more often. 

Is there not valuable and en- 
couraging evidence in the experi- 
ence of the paint manufacturers 
for others to expand from the 
professional to the consumer. 


Novemper 18, 1954 


Pt the Wie, F 
How to exploit the ‘Do- | ?°***ouns=xe 


You'll whistle while you work—with TR &OP PH whelp 
y you’ Light, bet racked with power, a's a boon in agy handy — 
man's workshop and » useful home- helper too. Whh drill 
accessones you can spcedily sand down surfaces for repainting 
«>>, Sharpen wools and cotlery .. . polith the cay... even own a 
powerful, portable saw! Using it w drive the B&D Lathe, you «| 
can turn wood like an ¢xpert. Adg an attachment and you've « 
surdy sew Bench at your disposal. 
Send postcerd for details of ° Eaxi- Bd” patterns and 
free 44pp. book let.” Handy Tids for the Hamlyman™ , 
edited by W. P dMatthew, the TV. jtnd Radia’ Do is 


Your tif « sper 


Block Docker. f 


PORTABLE ELECTRIC TOOLS 


One com 
has done this and, if the increased 
advertising expenditure is any in- 
dication, quite successfully. The 
name is Black and Decker, long 
known as makers of industrial 


ative mewcomer 


ox toals, the oduct—the 
lack and Decker 4-inch power 
drill with all its attachments for 

inding, turning, sawing, etc. If 
our years ago you had asked a 
male member of the general 
public to name a small electric 

wer drill the name he would 

ve known, if he knew one at 
all, would have been Desoutter. 
In the business of selling drills 
to the public it looks as if Black 
and Decker have beaten those 
Desoutter “little horses” to the 
“post.” 

Another manufacturer deter- 
mined to drill himself a claim in 
this new market is Bridges of 
London, who is also marketing, 
and advertising in the nationals a 
drill-cum-workshop on the Black 
and Decker lines. 


Selling timber lengths 

To prove further what can be 
achieved in this consumer-field 
expansion, one advertiser, 
Weyroc, is selling pieces of 
timber measuring eight feet by 
four feet in ¢i pages in the 
Radio Times! 

If you want to buy a chisel, 
a saw, a screwdriver—not 
exactly cabinet-maker purchases 
—what brand names come to 


Forward Mr. Guest, Mr. Keen, 
and Mr. Nettlefold. 


@ Continued on page 446 
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rd to Top Management— 
Sg§HE FINANCIAL TIMES! 
os. W" rd Ltd. are among the 

many leading M¥dystrial advertisers who me gpntidns comes 
regularly reach Top Mgnagement through ' ay os 
the pages of THE FINANCIAL @qqes. 
This exceptional newspaper is w read 
and respected in the offices and boar 
where industry’s big buying decisions are 
made. For getting the attentive ear of 
even the ‘unapproachable’ executive there is 
no finer medium than the well-trusted pages of 
THE FINANCIAL TIMES. 


Men who mean business read 


THE FINANCIAL TIMES 
every day 


SIDNEY HENSCHEL - ADVERTISEMENT DIRECTOR + 72 COLEMAN ST. E.C.2, 


=i ee oe a 
L 
7 
we ww : eal P 
. a” Cae a * 
eS 
= me » > . - 
*, he 5 ‘ > a ‘ 5 y 
\ A VR | 
~ PAN ees th § 
“ s 4 f : ane 
ote. r ‘a 
e\ ae aw a 
~s at a aol? f a 
ve 4 ws * word © ign © ww : 
eo ae al re its aso! av wt ; ay 
3 nt : 
et i F yo" oo en . 
Po & at a oe snint: awit el ca 
wn a “i? a 5 wo e aot ga q 
7 -\ fae ve gor i do iy a 
of & . »® oe ; 
“ss Ge ane qh! AL , me ee) “eo . q 
4pu> me j a of wee oe “i 
of A eo? oa” : a gt : 
Ss peY 0 aa 7 
Oe ES ee at : 
ro - te goer a" e 4° so” no aig q 
+ or ae a. ic \4. 7) Pc 
¢ | ae oe oo at OP 
ont ot pel? v at 
PS “eet peerage Og 
of c we wr wt ww en oes - 
? ca Pt we Ne : 
vt wp’ or we ow ie 
¢ , «4 «at ww ie al tt on ¥ 4 
| of Se so eee ae 4 
\e A eo a AAD 4 
ea wW wand’, a ‘ 
: : aff ot, “ . 
eo! a 
“ . 
bd 
z 
ee 2 ; 
Key ith ; - 
i Tae ‘ : : 
ee | r i | . 
Sas , 4 % . 
sain 5! en ee ote 7 
i Bh. oe q 
at 5 Sa tt hh _ N x - @ 
ML ah 472. eee: 2 F | . ft. 
ie ae ‘i 


a ses 
a? Sie 


ADVERTISER'S WEEKLY 


S 
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we like 


our share 


of cream 


The big ten-shot-in-six-colours 
creative jobs are the cream of direct mail and of 
course we like working on them, But CL isn’t an 
agency that thinks only in terms of fabulous campaigns. 
We devote just as much of our time and care to 
focsimile letters, list building, addressing and mailing 
--Jn fact our departments for handling these everyday 
jobs have been developed to give a specially good 
service. That's a point to remember when you're 


planning your next mailing. 


CL 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Alexander House : Shaftesbury Avenue « wea : Temple Bar 264: 


In the past s0-odd years we've 
grown roots without going to 
seed. FACTS AND FIGURES will 
prove it, We'd like to send you 


a copy. 
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Who has ever heard of a nail 
with a name ? 

Does nobody lock the door but 
Yale ? 

“What make of electric conduit 
should I ask for and how much 
a foot is it?” 

“We want a silent light switch 
for the baby’s room—what make 
do I need 7?” 

One could go on like this for 
columns, bringing to light hun- 
dreds of items that we all know 
and at some time need, but which 
belong to a great army of 
anonymous merchandise. 


The nen buyer 

Industry, as a whole, has been 
slow to react to the advent of 
the new buyer—the layman. Of 
course, not all products in the 
builders’ merchants or _ iron- 
mongers are suitable for promo- 
tion to a lay public. These out- 
lets contain a host of merchan- 
dise that would only be bought 
once in a lifetime even by the 
handiest of handymen. 

In the field where opportunity 
does lie there are two courses 
that might be adopted : 

@ The invention of new pro- 

ducts, or 

@The advertising promotion 

of existing products. 

Already the “Do it yourself” 
public are an ambitious people. 
Many of them might attempt 
light sheet metal work if they 
knew where to buy the tin or 
aluminium alloy sheet, what it 
was called, the names of the 
tools, and were supplied with 
some simple basic instructions. 

But ideas of this kind are not 
strictly within the scope of adver- 
tising or marketing. Further, 
they might well require heavy 
investment in the form of plant, 
machinery and distribution which 
might never be recovered in the 
“marginal” sales they may finally 
achieve. 


No speculative investment 


The advertising promotion of 
existing products, on the other 
hand, provides greater possibili- 
ties without the necessity of 
heavy speculative investment or 
major changes in the distribution 
pattern. 

Here is a typical product that 
would lend itself ideally to 
advertising promotion to a lay 
public—hardboard. 

Here is a product that is easy 
to work and can be used for 1,001 
jobs by the amateur. Apart from 
suggestions like using hardboard 
for converting the attic into a 
spare room—a rather major 
undertaking—the manufacturers 
have not yet exploited the natural 
opportunities tmaginative adver- 
tising could do for this product. 

Some years ago now, wrought 
iron came back into fashion. 
Could not the same-thing happen 
to fretwork, by publicising new 
ways to use it to fit in with the 
current trend for more orna- 
mental decor ? 


weyrec 


TIMBER 


con mete ballt-ta fernitere quite easily 

Wertec, Read W.P. Matthew's 2/8 page 

Mute @ Y cureetf.”” id. From Weyroe 

stockists of post free trom The Alrerew 

Campacsy & jicwoud Lid, (Put ity Dept. %) 
302 Greys ion Road. Londen, WC1 

» good eorrectly conduth 

tua’, 24 ond aud 4 

your Bullders’ and Timbur Mer® 


‘ oe ie aan wrraoc 
"BEARS WRYROC LABEL 


med timber 
and i*, Ask 


To prove what can be done in the 
field of “Do-it-yourself” activity, 
one advertiser, Weyroc, is selling 
pieces of timber, correctly condi- 
tioned and cut to convenient sizes 
and taking space in the “Radio 
Times.” The copy line stresses 
that furniture can easily be made 
at home by the use of the 
product. 


Wall pictures have also made 
a come-back, as part of the 
general furnishing look—rather 
than as works of art. There 
might be a nice mail-order busi- 
ness in selling picture mouldings, 
the tools and the instructions. 

In the upholstery field, it 
might be possible to sell the 
public upholstery stuffing by 
the yard, without the manufac- 
turer having to make anything 
different from what he already 
makes. 

It would be possible to go on 
like this for pages—picking out 
products which are used every 
day by the “Trade,” but to which 
a valuable new market might be 
added by the use of advertising. 
But this advertising would have 
to be advertising at its best. 
First a sound, practical selling 
idea around some new applica- 
tion of the product, and then 
expressed in simple and informa- 
tive advertising terms. 

It could be done with so many 
products and, as a guide, the 
manufacturers of adhesive 
bandages might, for example, do 
a special little campaign for the 
not-so-handy handyman ! 
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The Dorland Attitude to Commercial Television . . . No. 8 


Whatever your thinking on 


present Advertising 


... L. V. calls 


f f * We cannot reveal in an open 
or a resh advertisement the special 
angle we have on T.V. advertising 
which we believe to be in advance 
even of experienced American 
practice, ' 
approach But, provided your interests 
do not conflict with those of our 
present clients, our methods will 
be divulged to you in private 
session, without restraint and with- 
out commitment. We are happy 


* COME TO DORLAND that you should judge for yourself. 


for original thinking on T.V. fiefs 


Chairman and 
Managing Director 


DORLAND ADVERTISING LTD. DORLAND 


Incorporated Practitioners in Advertising ¢’ 


Dorland House, 18/20 Regent Street, London, $.W.1 "Phone: Whitehal! 0112 
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ae Advertising Case History—63 i ” 
8 VISCOUNT ae, 
‘ ia ‘ 


sys 


How ads boosted 
Viscount flights 


UR new Vickers Viscount 
turbo - prop airliners 
began operations on services 
from Dublin to London, Man- 
chester, Amsterdam and Paris 
early in the spring. It had 
been expected that it would 
take time to tell the public 
about the advantages of travel 
by this new aircraft, but the 
immediate demand for seats 
exceeded all our expectations. 
Bookings poured into the com- 
pany’s offices. at home and 
abroad, not just for seats, but for 
“Viscount” seats. In addition we 
found (for example, in the case 
of the Bristol area) that people 
there were booking to Dublin by 
Viscount services from London 
instead of availing of the cheaper 
fares and convenient services by 
other aircraft direct from Bristol 


By GERALD C. DRAPER 
Assistant publicity manager, Aer Lingus 


this campaign in terms of pas- 
sengers carried compared with 
the same period last year. 

On routes operated by our 
existing DC-3 equipment, we 
hoped for an increase of eight 
per cent over the 1953 figure. We 
succeeded in reaching the target, 
but only just. Realising that we 
had something extra special in 
the Viscount, we optimistically 
estimated an increase of 18 per 
cent on the three routes, viz., 
Dublin-London, Dublin-Paris and 
Dublin-Amsterdam, on which 
they would go into service. The 
actual increase for the period 
ended July of this year was 26 


We 


More than 3,000 
copies of this eight- 
colour photo-litho 
poster by P. Ward 
were overprinted in 
English and foreign 
languages for dis- 
tribution in phase 
two of the Vis- 
count campaign. 


advertising budget was set aside 
for the sole purpose of announc- 
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the Viscount should be launched 
in two phases: 


city. * _atimGatine co 
Let us consider the result of Nothing to hide ay ae — a The first 0 ; — 
‘% teil tieratherescet‘st ons success line, inthe world to buy the  gumouncement | campaign was 
* THIS SUMMER FLY in publicising this new airliner. iar cakatee chien aot oe and abroad the simple message 


IRELAND 


There is, in fact, no secret— 
the success of our Viscount 
advertising campaign was due 
entirely to a carefully planned 
and co-ordinated advertising 
and press relations programme. 
As soon as the contract for the 

aircraft was signed, publicity 
plans were prepared and a special 


believed that this was an impor- 
tant message to tell the com- 
munities we serve in Ireland and 
abroad. It was a message of 
pride in enterprise which could 
only be conveyed effectively by 
prestige advertising. Prestige 
advertising is often considered a 
luxury in the current economy 
where hard selling advertising is 
the rule, but we considered that 
it was essential in our particular 
circumstances. 


Imagination captured 


The rapid expansion of Aer 
Lingus during the years 1946- 
1947, with new services to points 
in Britain and Continental Europe 
and projected services to New 


that Aer Lingus had added the 
Vickers Viscount, the last word 
in modern aircraft, to her fleet. 
In view of the fact that we were 
aiming at a mass market, news- 
paper advertising (representing 
maximum coverage at minimum 
cost) was selected to carry the 
main weight of the campaign. 

In the newspaper advertising 
the guiding principle was to 
obtain impact and repetition. 
Dominating positions in each 
publication were accordingly 
selected—dominating from the 
point of view of position or size. 
A basic layout for our announce- 
ment message was prepared and 
used throughout the whole cam- 
paign. This layout was adapted 


: wherever ssible for use in 
‘ York and Boston, captured the window displays or printed 
z public imagination in Ireland. matter. 


AER LINGUS 


“arr 
tRISH AIR LINES 


Left: A four-colour letterpress folder (shown here is the cover) was 
produced to publicise the Viscount routes. This folder was used in the 
second phase of the campaign. Right: Nearly 1,000 travel agents in 


Britain receiv 


a copy of - two-colour folder offering free blocks 


symbols. 


Aer Lingus, however, has tended 
to recede in Irish affairs in recent 
years with the abandonment of 
the Trans-Atlantic service, the 
sale of the aircraft bought for 
that service, and the cancella- 
tion of some of our European 
routes. The introduction of 
Viscounts, however, gave us an 
opportunity of recapturing public 
interest and re-building pride in 
the national airline. Our own 
staff members were naturally 
encouraged by this bold advance 
and the improvement in morale 
has been very marked. 

It was, therefore, decided that 
our announcement campaign for 


Posters and models 


Our comprehensive newspaper 
advertising campaign was supple- 
mented by the issue of posters, 
model aircraft, showcards, 
folders, cardboard cut-out dis- 
plays and standard window dis- 
plays to travel agents and airline 
offices at home and abroad. The 
insertion of whole page advertise- 
ments in the main Irish national 
daily newspapers was tied in with 
general advertising supplements 
on Aer Lingus arranged in each 
paper and carrying related 


@ Continued on page 450 
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JHE STARS FORETELL... 
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adio Luxembourg 


Radio Luxembourg is truly ‘the station of the stars’.. every ing stars of stage and screen, British and American, into 
week—in over 80 sponsored programmes—the great the homes of millions .. why not use this lucrative 
names in the commercial world are dynamically advert- mass market by getting in touch with us now. Radio 
ised by the great names in the entertainment world! Luxembourg, with their own studios, can plan and devise 
Throughout the yeaz Radie Luxembourg beams the lead- = specimen programmes to suit any style and any budget! 


RADIO LUXEMBOURG ADVERTISING LTD ~- 36 HERTFORD ST. LONDON Wi  § GENERAL MANAGER: G. CLEMENT CAVE 
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TRAPINEX 


FOR TRANSFERS 


Service 
and quality 


Write or phone: TRAPINEX LTD 
176-188 ACRE LANE, BRIXTON, S.W.2 


BRIXTON 2057-8 


Britain’s best markets. 


Mid-week and week-end editions of the ‘‘ Surrey 
Advertiser "’ will carry your case into thousands 
of homes throughout this rich and fertile field. 

j 


Latest Marketing Survey (UK) says . . . ‘' Most sig- 
nificant is the high place occupied by Guildford where 

» « @ high level of income has coincided with a great 
increase in population,’’ 


te «ABC. Figs. Janjjune 30th 1954 Wed. 11,302 
Sat. 34,/2/ Net. 


Surrey Advertiser 


Head Office Guildford 5252 London: 142 Fleet St., E.C.4 CEN 6692 
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THE IRISH ‘VISCOUNT’ CAMPAIGN —conta. 


advertisements from component 
manufacturers. These supple- 
ments were, indeed, well sup- 
ported by advertisements from 
Aer Lingus suppliers and ran to 
six full pages in some cases. 

Our announcement advertising 
campaign was strongly supported, 
in turn, by a press and public 
relations campaign which was 
particularly effective in Ireland, 
where the campaign had a 
stronger news value than in 
Britain (where the Viscount had 
at this stage been in use by British 
European Airways for some time 
and the novelty had worn off). 
News releases covering produc- 
tion of the aircraft at every stage, 
training of crews, etc., were re- 
leased to the papers; and jour- 
nalists travelled to the factory in 
Britain to obtain first-hand re- 
ports and pictures of the aircraft 
under construction. 

In our press relations, and in- 
deed in our advertising campaign, 
we worked very closely with 
Vickers Ltd. and Rolls-Royce, 
who gave us every possible co- 
operation in the introduction of 
this new aircraft. 


Large crowds produced 


The delivery of the first two 
aircraft was publicised in the 
press and reinforced by the issue 
of window displays, posters, 
showcards, etc., to travel agents 
and stores. An encouraging 
measure of the reaction was pro- 
vided by the large crowds which 
turned up at Dublin Airport to 
witness the arrival of the aircraft. 
Excellent publicity was derived 
from this in the newspapers, on 
the radio and in the newsreels. 
As soon as the aircraft were 
available, “familiarisation” flights 
were arranged (in conjunction 
with pilot training) for prominent 
government, commercial and 
publicity officials at home and 
abroad. 

The first phase in the an- 
nouncement campaign began to 
operate in January and ran 
through the months of February 
and March. 

The second phase or hard sell- 
ing advertising started early in 
April, and the media utilised 
during the first phase were again 
brought into action. The second 
phase was, of course, primarily a 
change in emphasis from general 
Viscount copy to copy regarding 
routes, fares, flying times, etc. 

It was possible during this 
period to combine our an- 
nouncement campaign with the 
general campaign for Aer 
Lingus services. This was not 
possible during the first phase 
because we were not operating 
Viscounts at the time, and it 
was necessary to wuse our 
general budget to feature other 
aircraft, fares, etc., operating 
on the routes in question. 
Our newspaper advertising in 

Ireland was supplemented by the 
exhibition of an 18-second colour 
filmlet in the principal cinemas 


The Aer Lingus panel on the 
Kellogg's corn flakes cartons. 


throughout the country. Our 
booking covered every perform 
ance at each cinema during the 
period March to June inclusive. 

Special consideration was given 
to the development of tie-in 
advertising schemes in Ireland 
with other concerns. The results 
were very satisfactory. Four of 
the principal tie-in advertising 
schemes were as follows; 

® Kellogg's Ltd. agreed to fea- 

ture an Aer Lingus cut-out 
Viscount flying model on the 
back of their corn flakes 
ackets and to distribute Aer 
ingus material overprinted 
with copy referring to the 
cut-out to 1,000 retailers 
throughout Ireland. 

@® Dubtex Ltd., manufacturers 
of sports clothes, agreed to 
launch a competition on a 
national basis in Ireland 
based on estimating the flying 
time taken by the Viscounts 
on their inaugural flights to 
London and Paris. Apart 
from the interest in Aer 
Lingus generated by this 
competition, Aer Lingus 
material was also distributed 
to Dubtex stockists for 
window displays throughout 
Ireland. 

@ Pirie-Armstrongs Ltd., one of 
the country’s leading sta- 
tionery manufacturers, intro- 
duced a Viscount Compen- 
dium with Aer Lingus note- 
paper for sale to the public. 

@ Medici Shirts Ltd. introduced 
a new shirt called the “Vis- 
count,” and we received some 
valuable publicity from their 
ress advertisements and 
rom the distribution of Aer 
Lingus material in tie-in 
displays to Medici’s 200 
retailers. 

Further tie-in advertising 
schemes are now being developed 
with a number of leading Irish 
concerns. 

We have, therefore, a picture 
of a carefully concentrated two- 
phase newspaper and public rela- 
tions campaign strongly supported 
by ancillary media and tie-in 
advertising schemes with other 
national advertisers. 
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Suggestions for her Christmas shopping list — 
and his too—- would be most welcome just 

now. And what more personal way to make your 
proposition than by direct mail? 

Perhaps too, she would like to hear of a 

suitable hotel for Christmas, or he, of gifts 
suitable for his business friends. Or maybe 

his or indeed your retailer should know of that 


Christmas advertising campaign, or must have 


those new counter displays. 

For all these situations BIA provides the 
key. With their up-to-date files of addresses 
you can be sure that every prospect on that 
list will welcome your letter and your 
admirable sense of timing. 


For further details about the BIA service, 
‘phone or write to BIA House, Dept. B, 
Chalton Street, London, N.W.1, EUSton 6262. 


BRITISH AND INTERNATIONAL ADDRESSING Ltd. 
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Afree 


advertising site 
right on the 
counter... 


Just as she puts her money on the counter the hame of 
your product catches her eye. What better site could 
you choose for this last-minute reminder? And the site 
is free—gladly given by the retailer because these attract- 
tive rubber mats become part of the furnishings of a 
well-equipped shop, 

Redfern Advertising Rubber Mats can incorporate your 
trade name, mark or slogan in any combination of 
colours. Many of the largest and most 
experienced advertisers regularly dis- 
tribute thousands of these acceptable 
advertising reminders, 


DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


HK Write for folder ‘An alert Advertising Manager makes 
some simple calculations...’ It gives complete details and 
examples in colour of these permanent ‘point-of-sale’ re- 
minders. Perhaps they could help to solve your sales problem. 


ADVERTISING RUBBER MATS 


AEOFERN’'S RUBBER works Limited 
WATIONAL ADVERTISERS’ Division - HYDE - CHESHIRE 
T.P.a20 Arthur Upton Service 
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Novel packs and displays 


aid new shampoo launch 


Attractive point of sale displays and new style packs have 


ed 


a large part in establishing Sunsilk, the new shampoo, in a ly 
competitive market. 


[THE new shampoo, Sun- 
silk, has been launched by 
D. & W. Gibbs Ltd., into the 
current highly competitive 
market backed by two years of 
intensive research in the fields 
of marketing and technical 
development. 

The first one-lather shampoo to 
be made available to British 
women, Sunsilk has practical 
advantages and these have been 
stressed in the point of sale 
material which has been designed. 
The promotional- launch, in 
national newspapers, magazines, 
cinema, merchandising and dis- 
play, has been planned on an ex- 
ceptional scale. Great care was 
taken to give veracity to the story 
inherent in the name Sunsilk. The 
unusual photographs featured in 
the advertising were actually shot 
in the Swiss Alps, since only there, 
it was felt, could the pure and 
sparkling atmosphere demanded 
by the presentation be obtained 


Theme of display 


The central theme of the press 
advertising and the complete 
range of the point of sale display 
material, consists of an attractive 
girl’s head, set within a symbolic 
sun. The campaign includes a 
full-scale programme of films— 
both two-minute and 15-seconds. 
In the London area the film 
release has been arranged to coin- 
cide with the first large-scale 
door-to-door coupon distribution 
ever conducted for a shampoo. 

Christmas plans cover various 
kinds of special promotion includ- 
ine an offer in which a bottle of 
Sunsilk and a Spa hairbrush are 
— in an attractive premium 
pack, 


This mobile, in deep blue, red 

and yellow, holds a _ Sunsilk 

sachet. Movement is strong 
horizontally. 


An unusual salesmen's aid. Con- 
cealed lights pick up the salient 
points. 


The Sunsilk sachet involves printing on double laminate and gives 
a three dimensional effect in gold, black and red. The bottle, in 


complementary colours, repeats the sachet sun motif. 
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LILLIPUT is right behind the ‘Do It Yourself’ trend that has 
become so popular. Its articles on ‘Do It Yourself’ subjects appeal 
to all ‘men about the house,’ and not merely to the expert. The 
Lilliput boat-building experiment showed that three people, all 
novices, but one of them skilful with carpenter's tools, built a very 
useful sailing craft in fifty hours. An article on'the }” electric drill, 
and its remarkable rise to popularity, was of exceptional interest to 
handymen. Another issue contained an article on the sportsman’s 
boat that anyone can build— ideal for duck shooting and the angler. 

And ‘Do It Yourself’ is only one of the subjects featured in 
Lilliput, which also contains an exciting variety of profiles, photo- 
graphs, cartoons, brilliant fiction and articles on many other topics. 

It’s all part of the new editorial policy which has already established 
Lilliput as the man’s magazine. 


A.B.C FIGURE JANUARY-JUNE 1954; 201,214 


Why Lilliput selis men... 


Lilliput sells men because men read 
Lilliput — 650,060 of them, of whom 
540,000 are householders and there- 
fore have an added incentive to be 
handymen. And don't forget the 
370,000 women who also read Lilliput. 
It all boils down to this: Lilliput, 
in its lavish new format, is a success. 
Men read it. You can sell through it. ~~ 
JACK BLANCHE 
Advertisement Manager 
43 44 SHOE LANE, E.C4 


A HULTON PUBLICATION 


- ane el = ~ ees, 75") . y EE EE, a ’ a ai wl 7. nie 7 oa 
aoe EEE eee ers 
* io —— _ 
Novemsper 18, 1954 453 ADVERTISER'S WEEKLY 
i 7 . . - ‘a 7 
, oy ee - za ail ae 7 oa ad it : ‘ ¥ : ¥ ; - x bs ; 
i me be a: = lS ee a a’ SS : - ’ : 
1a : a 4 d ra a ae ee ; , tbe ea ee J 
—  ~-aé “a as . 
Es i ia : _ Ae ie... Sh es a zn amet a q 74 . 
a tI: + - iii | 
” 2S - ae RR : 
rs & a : » ie } % oe . 3° ee ae : > 
‘ re li Nn a Bs 
Bs “7 ae Pr ? ; ye tae @ q nt ‘@ p a - e ae : c + “sil 
a ae £ i a - . / m . % a an x di ‘ L. ae ae a 7 
: Z i. ) Sf al , »* a a a : . oo 
- fa F-3° & “VY ae , oats a ae ; 
” . ; et . ‘ - ’ & “ betas é ee £ Ree. 2 Aca Ve : 
¥ 4 —— = ll Se) Ses. aes 
| fe ae ¥ itie at 4 ‘2 ee” eae. rm #: 
; ae 3 2 es niall <a és: i. Se tae... an ’ ; 
fe 4 r 2 aes oo 2 ar. iC aeg se a YW : 
he ae — - ; * My at) vier ioe J maa | oy eA ; & 
, er ina . 2, ee Bi) - Bi Agee > s. 
r. , é ne \ ed of re. rites.” - 
 Yf x Par & eee, ] 
. a anal a . 
ae , ; _ ia f * eee & , “Se : J ‘ eS 3 be ; . 2} 7 
3 7 ie 3 _ ae ¥ er: = a - 
ae ' > V4 ‘ . , 2 _ a oz 
; cd — a ; eer Bo J ve : , f : oe ae tind 
‘ ap. e . i Ty i . i: we ¥ 7 : v ‘es Bie 
_s : . 4 * - a ‘é 
ae, ] f - . he oe ae - { + ae 4 
ye : : ure wa | Bore | j 
iL cL zFrOr L a ‘ — i 
a p) . 3 RS 3 pa 14 a Na . ee? * J + aa 
Po, Ves 7 ; Scan “ a2 — ' * 
2 gaa ' ‘ % . . ~ io Bee: : _ —— =a 
aig ey ' = oan ae 
‘ 4 : a Boot 5 ; : 3 cSown > , = 7 ne ae ns uf 
, i — se a ee, — an e [S[=——~ i 8% i 
ae ee “ a tees os "  —— =i m3 es 
ies ee a di eo. —  ——— ¢ ; a ee i ae Be 
Ni ies. — % a a ee : : = +: Moi ts <3 
} 2a ae 4 ae: - et z 
ee ae 7 em (ti eta ae : os - ‘ a . ‘- 4 va 1 
a | =m ae >. hie cy Par Le aa a & 3 . ™ . - 
ay is ni ne pe : ~~ ee a ; ; of. -— — 7 
‘ : ia get, . i pa ll : 
: es a : : , J > En * ey “¥ mg 
gl, ae Wie | 4 ' ; a ets ‘ Sag ay ‘* ce id oi . } 
* ou 7 bis , - Pe ‘ “f rene > oer rad q aig e is ia “u ; ? + a , 
gabes i ei *, ey . ee ‘ —- ~ i - an ea oe 
; “ty ? Soe | Cae > ee: oe * g ie 
. 4 < ts Se a ae PJ \ dead as ; 
“Lee ~~ ll ie a e “a Bi 
yen : <. Tggme a bs a a: 5 ee : . 
:" + la : . . 
, 7 ; 7 %28 » z —_— . a. Auer 
a ws : a es 
T 7 7 . ie 4 a 2 * 
a read Lilliput f 
at’ 
at 
zs Ts 
; f 
a 
a 
4 
te 
i 
‘a 
. 
: y 
tae 
a 
; 
te 
ae. 


ADVERTISER'S WEEKLY 


454 


New trade directory provides 


guide to retail shops and 


At a time of increasingly 
keen competition in sell- 
ing, the newly published 1955 
edition of this directory* pro- 
vides a valuable aid to the sales 
directors and managers of firms 
manufacturing all types of con- 
sumer goods, and of suppliers 
of store and shop equipment 
and services. 

This ninth. edition has been 
fully revised and enlarged by 120 
pages giving in all 540 pages of 
detailed information about the 
retailers of Great Britain. 


Names of buyers 


The directory does not merely 
list the names, addresses, and 
telephone numbers of department 
stores, principal shops, co-opera- 
tives and multiple shop com- 


of buyers and of other execu- 


*Sors G@ § 1955, 
Newman Books Ltd 68 Welbeck 
Street, London, W pages, Svo., 

bound, 45s. 


tives such as display and 

advertising managers, com- 

pany secretaries, engineers and 
managers. 

In this way it is not only use- 
ful to those manufacturers sell- 
ing through the retail trade to the 
general public but also to makers 
of all business equipment and 
shop fittings who wish to sell to 
the retail trader himself. 

Major store groups such as 
Great Universal Stores Ltd., 
Debenhams Ltd. and United 
Drapery Stores Ltd. are dealt 
with in a separate section with 
their subsidiary companies listed 
in full. A feature of the direc- 
tory is that it gives full details of 
common proprietorship. 

The retail trade is hemmpepesbed 
with small one-man businesses, 
and in the directory there is a 
geographical index, not only of 
the. leading principal shops, but 
of thousands of the small drapers, 
outfitters and ironmongers situ- 
ated in London, the Home Coun- 
ties and in selected provincial 
cities. 

These lists are ney ! keyed 
to show the sections of the trade 


in which the retailer operates. 
The entries under drapers are 
keyed to denote the handling of 
such merchandise as blouses, 
skirts, gowns, millinery, etc., and 
in the sections dealing with out- 
fitters, key letters are.again used 
to denote men’s, ladies’, boys’, 
girls’ or children’s. 


Grouping of multiples 


The number of multiple shop 
companies shows a tendency to 
increase, and to facilitate refer- 
ence, the entries in that part of 
the directory dealing with multi- 
ples have been arranged to show 
them grouped together under 
broad merchandise  classifica- 
tions. This helps towards even 
quicker referencing although, as 
the editor points out, with the 
growing practice of selling mer- 
chandise closely allied to princi- 
pal lines, the demarcation be- 
comes at times somewhat diffi- 
cult. 

The export market is not 
neglected, for there is a whole 
section listing the London buy- 
ing agents for department stores 
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valuable 


stores 


in overseas countries such as 
Rhodesia, the United States of 
America, and Australia. 


In all, this volume is a ready 
made index of mailing lists for 
sales promotion purposes and 
will be welcomed by all sales 
managers as a reference book of 
the firms which handle nearl 
three-quarters of Britain's retail 
trade. 


Heart oy Empire 


Designed and produced by Gibbs 
and Gibbs Ltd., for Smith's 
Clocks ‘Ltd., this is one of two 
new display units. Both pack flat. 


240,380 net sales to women with taste 


and only £204 a page 


Stitchcraft designs set 

a high standard. So does 
Stitcheraft’s production. They 
have to | The 800,000 readers of 
Stitcheraft are women with taste— 
capable women who enjoy knitting, sewing ‘ 
embroidering, making things for the 

home, It’s a quality market of women only— 
nearly a million strong. Yet a page 
in Stitchcraft costs as little as £204 ! 


Stitchcraft sales are going up 


Latest ABC” figures January to June 1954, 
show yet another increase in Stitcheraft sales 


STITCHCRAFT 


ABC Net Sales 240,380 copies amonth. Type area8}” = 6°. £204 page. Advertisement Manager 
S. H. BOWDEN, Stitchcraft Ltd., Great West Road, Bren*ford, Middlesex. 


Tel. EALing 6283 
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Applause 


from the 


Press 


RITICAL as they are, the gentlemen of the Press have 

been known to applaud, and in fact we have come in 

for our share. For example, the editor of a publication of 

some distinction sent this bouquet: “..... How much I 

appreciate the good work of your craftsmen in producing 

our blocks. The cover was an absolute masterpiece and the 
half-tones most deep and even.” 

There are indeed not a few such people, whose opinions 
we value, who appreciate both our craftsmanship and the 
interest we take in our customers’ problems. To quote from 
another letter : “I am extremely grateful to your organi- 
sation for the way in which you have looked after us 
and for the excellence of the work you have done.” 


Service in the Spirit of Helpfulness 


CRE & WATSON 


111 SHOE LANE LONDON EC4 Central 6555 Eighteen Lines 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


Process Engravers + Creative Artists and Photographers 
Advertisement Typesetters - Electrotypers and Stereotypers 
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Print Review 


Skilful folders aid sales 


of anti-germ drugs 


HEREAS it is usual to 

spend more money on 
the design of a consumer press 
advertisement than on a trade 
or technical press advertise- 
ment, the reverse is true of 
print. A great deal of trouble 
and large sums of money are 
frequently spent on the artwork 
for relatively small runs of 
leaflets, folders and booklets 
produced for distribution to 
professional men and _ tech- 
nologists, — 


Imagination and skill 


An excellent example is the 
print sent out by Abbott Labora- 
tories Ltd., for the drugs they 
manufacture. As much imagina- 
tion and skill go into the design 
and writing of these folders as 
into the best posters that one sees 
on the hoardings. And, no doubt, 
the artwork costs almost as much, 
despite the fact that, for a reason 


that I have never fully under- a figure that could be photo- 


By BRIAN HILTON 


stood, many artists charge less for 
their work if it is to be used in 
a folder than if it is to be used 
on a poster or in a press adver- 
tisement, 

Abbott have a taste for 
abstract design, and they employ 
the best artists to do it for them, 
thus getting a result that really 
does suggest the nature or the 
effects of the drugs being adver- 
tised. The latest folder, how- 
ever, breaks new ground. Instead 
of germs being represented by 
abstract design, an artist's impres- 
sion of the cocci germ was 
modelled in clay, coloured and 
photographed in colour with 
remarkable dramatic effect. Any- 
body who has tried to create a 
“portrait” of a germ will know 
how difficult .it is to get a figure 
which is bizarre without being 
comic, and dramatic without 
being repulsive. 

Whoever did this job for 
Abbott. certainly achieved suc- 
cess, for not only did he make 


Development Association, have 


—_—, It is very well done. 
¢ text is simple and straight- 
forward and the _ illustrations 
clear and precise. The would-be 
man of property is told what 
weak spots to look for in 
weatherproofing and plumbing. 

As a service this is a good job. 
That is probably sufficient justi- 
fication i its production. It is 
not clear, however, how it can 
increase the use of lead except 
pd a very ie period — 

ucating people not to buy 
houses in hich insufficient lead 
is used. 

Has the council produced an- 
other booklet for men who own 
their houses to tell them how to 
use lead when renovations 
become necessary ? Such a pub- 
lication might well increase the 
use of lead reasonably quickly. 

+ + * 

As A FOOTNOTE to my last 
article I asked for samples of 
print in which typefaces other 
than Times or Plantin had been 


next. 


PROOF... 


—of the PULLING-POWER of 


Fur@@hing 
World 


The Leading Weekly Journal of the 


Trade Chronicles Ltd., 
180 Fleet St., E.C.4. Tel. CHAncery 8844 


This is the alarming front cover 
to the folder issued by Abbott 
Laboratories Lid. 


used. Among those who 
answered my cali for help was 
W. E. Humphreys, publicity 
officer of the Shaw Savill Line. 
He sent me four booklets 
describing the appointments of 
several Shaw Savill liners. 
oldest was printed in 1939 and is 
still being used. The newest 
is for the “Southern Cross” which 
was launched by the Queen last 
August. Each of the four is set 
in Gill, of which Mr. Humphreys 
says: “I believe that it is gener- 
ally asserted that Gill is not a 
suitable typeface for a booklet of 
@ Continued on page 458 


Furniture and Furnishing Trades 


Just one of many Furnisninc Worip 
advertisers who are so pleased with results 
from the Trade’s leading weekly journal 
that they have placed further orders for 
1955 onwards. 
page-size of the 1955 Furnisminc Woritp 
means no extra charge, and for you too, if 
you place your orders before January Ist 


For them, the increased 


Ring Chancery 8844 NOW. 
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‘The British 
Direct Mail Group 


A group of concerns merging their facilities, their 
experience and their production capacity to offer 
a complete Direct Mail Service from consultation 
and planning to production and mailing. 


THE LARGEST AND MOST EXPERIENCED 
DIRECT MAIL TEAM IN BRITAIN 


* This unique team includes 


TONY BARTHOLOMEW - MARTIN H. PERRY 
JIM MEADOWS -: G. M. LLOYD WILLIAMS 
JACK CASSELS 


controlling an even larger group of 
consultants, designers, copy writers and campaign 
planners and producers. 


» A combined experience of over 150 Years 


in successful Direct Mail. 


The British Direct Mail Group 


combining the resources of 
THE FACSIMILE LETTER PRINTING CO. LTD. 
THE DIRECT MAIL CENTRE LTD. = THE ADDRESSING CO. LTD. 
THE PERFECT LETTER-PRINTING CO. LTD. 
THE GREEN BANK PRESS. ADMAC (LONDON) LTD. 
Head Office: | Braidwood St., Tooley Street, S.E.1 * Phone: HOP 2015 
ASSOCIATED WITH THE B.D.M.A.A. HIGHEST AWARDS FOR SEVERAL YEARS 
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“Lookin’ arter tew 'underd 


milkers don’t leave me much 


toime ter read the paapers o’ 
week days,—'zept praps ter zee 
the price o' feed stuffs an’ that 


“Week-ends, now, 
different taale. 


that’s a 


“And, mind yew, teddn’ the 
Yewnited Neashuns nor Vormosa 
I do want to read abeout—'tes 
what's bin ‘appenin’ yur in 
Zummerzet, where I do live. 


“That's whoi the virst paaper | 


looks at is the Zummerzet 


Gurdiun—”" 


Make sure these three completely 
distinct weeklies are 
in your schedule ; 


* they reach the prosperous West 
countryman at week-ends when 
he has time to read them. 


GROUP RATE: 12s. 6d. per inch. 
Purther information from : 

S. H. Roberts, 134 Fleet Street, London, 
B.CA; Arnold Ellis, Cromford House, 
Market Street, Manchester, 4, or Head 
Office, 33 Westgate Street, Bath. 


hitting the nail 
on the head 


132,860 
TIMES | 


THROUGH THE 


HOME COUNTIES 
NEWSPAPERS GROUP 


TRADE 45/- S.C. inch 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Central 1960 
Head Office LUTON Phone 5050 
Adver Manager: C. W. Gilder 


The Board of Directors 


of the above Cyprus 
morning daily, announce 
an increase in the cou- 
tract advertising rate to 
7/- per s. col, inch for all 
new and renewal orders. 
Current orders will be 
completed at the former 
rate of 5/-. 


George Young, 
Overseas Publicity & | 
Service Agency Ltd., 


29, Oxford Street, W.1. 


GERrard 0737 
~ "1 


PRINT REVIEW — continued 


November 18, 1954 


This is a double page spread from “Aircraft and Engines,” the booklet 
issue by the Hawker Siddeley Group. The typographer has the art 
of achieving distinction through simplicity. 


this kind, but I have received no 
adverse comments on its legi- 
bility.” 

Now, the first three of the 
booklets to be published were 
landscape in design, with large 
pictures and small panels of type 
set in 10 pt. or 12 pt. Gill. The 
last, however, is an _ upright 
octavo with no pictures and Gill 
set in 8 pt. I must confess that 
while the first three are very 
handsome the last is not nearly so 
attractive. It was probably pro- 
duced in a hurry for the launch- 
ing, but the typography looks 
rather perfunctory. Because of 
the monotony of its even up and 
down strokes Gill, used for text 
pages, needs imaginative hand- 
ling and skilful use of white space 
to set it off. I would like to com- 
mend to Mr. Humphreys the use 
of Gill Extra Bold and white 
space to give colour to Gill 
medium, which time has proved 
to be a fine useful face. 


* * * 

AT risk of seeming contrary, 
I must make exactly the reverse 
comment on a quarto booklet 
Claud Wyatt sent me, also in 
reply to my request. This is 
headed “Pamphonic for sound— 
naturally |" It is the story of a 
new technique in sound amplifica- 
tion devised by Pamphonic 
Reproducers Ltd. Mr. Wyant has 
used Bembo and its entrancing 
Chancery italic. Bembo is a 
lovely face for book work, especi- 
ally for advertising booklets, 
because it is just sufficiently 
decorative to give colour to the 
pages. But in this context, how- 
ever, it is broken up into short 
takes, set in various sizes and 
sometimes in panels, The pages, 
too, are decorated with boxes, 
reverse panels, photographs and 
sketches. My feeling, therefore, 
is that the charm of Bembo is 
overlaid, and that the simplicity 
of Gill would have been more 
appropriate. To my eye, also, 
Bembo is not at its best on art 


paper. 
Why do so few people usd 
Baskerville nowadays? It was 


designed by Claude Baskerville 
for use on the hot-pressed 
smooth surfaced papers which 
came into use in his day. It is of 
handsome proportions and looks 
well on almost all papers. While 
it is a distinguished face it can 
be blended with others especially 
in headings. What is more, most 
printers have it or can get it set. 
* * * 

THE PRINT produced by the 
Hawker Siddeley Group is gener- 
ally immaculate. Their typo- 
grapher has the art of achieving 
distinction through simplicity. He 
generally relies on masses. He 
uses large squared up photo- 
graphs with slabs of carefully 
chosen, though sometimes daring, 
second colour. He also has a 
taste for Perpetua—which I 
share. He has a dislike for the 
sheen of art paper—which also 
I share. Frequently he sand- 
grains to kill this sheen and 
generally it comes off. 

In a job now before me, how- 
evér, headed Aircraft and Engines, 
the sandgraining has rendered 
the eight point Perpetua (light) of 
the text almost illegible. 


A page from the booklet issued 
' to instruct on lead use. 
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E first duty of a maker of feature films is to entertain 


without playing down to indiscriminate 


elements of public taste. In promoting 


this policy, the Rank Group has helped 


to increase the demand for better films of better quality; = 


it is proud of films from HAMLET to 


THE IMPORTANCE OF BEING 


EARNEST and THE CRUEL SEA, 


in which entertainment 


and prestige go hand in hand. 


The Greatest 
Love Story 


Now there is ROMEO AND JULIET, 
filmed in its own setting of 
Verona with all the splendour 
and beauty that the Technicolor 
cameras can capture; superbly 
directed by Renato Castellani, 
one of the most distinguished of 
Continental film-makers. 
Throughout the centuries 


THE J. ARTHUR RANK ORGANISATION 


British merchants have carried 
British prestige as well as British 
goods wherever they have 
travelled overseas. Today a film 
such as ROMEO AND JULIET is 
doing the self-same job. And it 
is an export which we at home 
can also enjoy to the full. 


All the Talents 


Only the resources of a large organ- 4) @ 


isation can bring to the screens of the 


= world a film which is 30 much more 


than a commercial proposition, Only 
such resources make it possible to 
gather some of the world’s finest 
talent to film an immortal story in 
its own natural setting-—with all the 
richness and beauty it deserves. 

The prestige earned by British 
films both at home and abroad en- 
courages a firm faith in Britain's 
film industry; and this in itself has 
been an invaluable contribution to 
the industry’s striking progress. 
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Commercial Television 


T'V agency groups should get 
together without delay 


Says A. J. HAYWARD COSTA 
TV executive, Gordon and Gotch (Advertising) Ltd. 


r[THE day is not far off when 
every agency in _ this 
country will in one way or 
another be concerned with TV 
advertising. Whether it is a 
— of a mammoth pro- 
uction by the agency’s very 
own hired-at-great-expense TV 
director, or whether it is just a 
question of a couple of minutes 
in the local shopping guide 
booked by the media manager, 
the fact remains that within a 
year most agencies will be in- 
directly concerned with TV. 

It is, therefore, essential that 
at this crucial and embryonic 
stage of the medium all agencies 
should unite and, by discussions 
and concefted action, endeavour 
to crystallise their attitude to the 
new medium. More important 
still, they should now be 
planning exactly how to combat 
the many snags and obstacles 
which are likely to present them- 
selves as soon as the viewers 


tune in to the alternative 
programmes. 
Support available 


At the moment there are 
indications (judging by the 
attendance and discussions at 
meetings held recently) that most 
television executives are now 
willing to ounpest any organisa- 
tion which will help to foster the 
best possible operating condi- 
tions—and any organisation 
which will also safeguard them 
against the whims and practices 
of certain factions or pressure 
groups that ns - develop within 
the commercial TV industry. 

Moreover, since the essence 
of commercial TV is advertis- 
ing, it would not be imprudent 
to suggest that advertising will 
have to bear the brunt of 


If the 
alternative mmes should 
not meet public approval, 


Bearing all this in mind, it 
stands to reason that every 
agency. large or small, is in- 
directly, but to a very great 
extent, involved in ensuring the 
best possible operating conditions. 
Unity of purpose as well as the 
consolidation of the advertising 
TV force as such are therefore 
vital elements in the .o 
struggle to set up & Workable 


system. A ewe which from its 
inception will not only have to 
contend with its own healthy 
growing pains, but also with a 
certain amount of opportunism 
from within and a considerable 
amount of tiresome opposition 
from anti-TV politicians from 
without. 


Time is opportune 


Since during the last few weeks 
at least four different agency 
groups have met at various places 
to discuss this problem, this 
seems the most opportune 
moment to suggest that they all 
get together under one roof and 
contrive to present the profession 
with one definite and workable 
plan that will ensure that both the 
public and the advertisers the 
best possible benefit from the new 

ium. 

As things stand at the moment, 
agents are likely to be confronted 
with a number of well-meaning 
groups and committees—all striv- 
ing to protect us but each going 
about it in a different way and 
charging a variety of fees ranging 
from one guinea to £500. 

The requirements of the 
agencies as regards TV have now 
been made abundantly clear by 
the TV executives who have at- 
tended these meetings. 

The large agencies with their 
own TV departments wish to 
meet in “Creative circles” from 
time to time. The sole object 
being the exchange of informa- 
tion and TV expertise. 

Small agencies’ interest 

The small agencies, without TV 
departments and only limited 
budgets and resources, are pri- 
marily interested in any group or 
association which will guide them 
in their particular TV policy and 
which will also help to procure 
for them the best and most 
economic production facilities. 
The fast-growing medium size 
agencies are equally interested in 
academic discussions and produc- 
tion facilities. * 

All seem to emphatically 
divided on the main require- 
ments of the industry as a 
whole: “In the event of dis- 
putes and disagreements with 
any of the many interested 
parties to be able to speak 
one voice for advertising.” 
Although unity would seem to 

be a comparatively easy thing to 
accompli ince all are agreed 


on it—it will unfortunately not 


be easy to achieve, unless a 
judicious plan is put forward to 
embrace the whole profession. 
Such a plan can only come from 
a meeting of all agents affected 
by TV. 

At the moment, the danger ap- 
pears to exist that, due to various 
conflicting factors which could 
easily be ironed out at a meeting, 
agents are likely to contrive to 
meet in little oa according to 
their TV potential and not, as it 
should be, as a united trade asso- 
ciation speaking with one voice. 

This may be.due to the fact 
that no one has yet come forward 
with the kind of financial propo- 
sition that meets with the appro- 
val of both large and small 
agencies. 


Value of association 


The facilities to be offered by 
a TV association are many. 
These include negotiation and 
liaison with other branches of the 
industry, production facilities, 
technical research, monitoring 
and a host of other useful ser- 
vices. All these services can 
easily be rendered by a TV 
association of agents working in 
the interests of advertisers and 
their agents as a whole. 

To supply all these services, 
the association will naturally re- 
quire capital which can only be 
obtained from its member 
agencies. This appears to be the 
bone of contention at the 
moment. The problem is : How 


are these fees to be assessed and 
charged ? 

Large agencies with internal 
TV resources are loth to pay fees 
that would cover facilities and 
advice upon which they already 
spend money within their own 
front door. 

Small agencies find that any 
TV association which cannot 
count on the financial support of 
all or the greatest possible 
number of agencies will be forced 
to charge association fees beyond 
their reach. 

Since no effective association 
can really be formed until this 
crucial financial problem has 
been solved, there seems to be a 
pretty strong case for a meeting 
of TV executives as soon as 
possible. 

This should not be difficult to 
arrange. Judging by the atten- 
dance at various meetings to 
date, agency TV _ executives 
appear most willing to co- 
operate. Clearly what is now 
required is the consolidation of 
the various groups already 
formed. This is a task which 
automatically falls to the con- 
veners of all gatherings 
arranged during the last few 
weeks, 

Whatever arrangement is 
arrived at, it will be a great pity 
if, through lack of the integration 
of interested groups, the profes- 
sion as a whole should find itself 
united in purpose but totally 
divided in approach. 


New showcards for TV dealers 
urge demonstration value 


WO attractive new show- 

cards for radio and tele- 
vision dealers have been pro- 
duced by Mullard, and have 
recently been distributed to 
the trade. 


One of these is in the form of a 
novel invitation card, designed to 
be placed in the dealer’s window, 
which asks the public to come 
inside for a demonstration of the 
latest radio and television 
receivers. It is printed in red, 
green and black and measures 
12 by 10 inches, The other is a 
blue and silver medallion, for the 
dealer's window or showroom, 
bearing the caption “Good sets 
fit Mullard master valves and 
long life TV tubes.” The em- 
ployment of raised lettering 


This invitation card is placed in 
the dealer's window. Printing is 
in red, green and black. 


covered with aluminium foil gives 
this a striking appearance. 
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NATIONAL BOAT SHOW 
NUMBER 
January, 1955 issue 


December 10, Press date 
for ordinary advertisements 


Published by 


TEMPLE PRESS LIMITED, BOWLING GREEN LANE, LONDON, E.C.1. 
TERMINUS 3636 
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LOCAL STOCKIST 
WILL CONFIRM 
YOUR TRAVELLERS 
REPORT THAT 


YOU MUST USE 


Ad Man’s Bookshelf 


NovempBer 18, 1954 


displays of 


THE 


BOLTON EVENING NEWS 


IF YOU EXPECT 
TO SELL YOUR GOODS 
FREELY IN BOLTON 
AND DISTRICT 

21/- 


PER COLUMN INCH 


AND WELL WORTH IT 


A.B.C, DAILY NET SALE 


bd 
GAN.-JUNE 1954) 


TILLOTSONS NEWSPAPERS LTD. 


MEALHOUSE LANE 6 ARLINGTON ST 
BOLTON LANCS. LONDON S.W.l 
Telephone: Bolton 1993 Telephone: GRO 5220 
Advert. Manager: Wm. Sheppard London anager: C. A. Miles 


BRILLIANT 
 stans 


The Original 
Patentees of The 


“PERMENART” 


Fired-in Decoration 


a 


RDS BUSH 2281 


| tailed 


ESCRIBED by the pub- 
lishers as “a complete 
manual of modern display 
technique, and (to the student 
with no practical experience, 
the clear explanations and de- 
sketches make it) a 
complete home study course,” 
here is a book for which the 
men’s wear trade has long been 
waiting.* 


Rich in ideas 


For the experienced display 
man the book is of significant 
value because it is rich in ideas 
and an invaluable reference work. 
The author, Arthur Sadler, draws 
upon a long experience to explain 
each facet of display, and shows 
by over 200 sketches and more 
than 180 photographs the 
practical applications of display 
methods that sell. Starting with 
the psychology of display appeal 
and the basic principles of display. 
he continues with sketches and 
detailed instructions for handling 
the merchandise and its arrange- 
ment in the complete display. 

_ Here are some chapter head- 
ings, and they are given because, 
in a very direct way, they indicate 
the scope and value of the book : 
Attracting attention ; Stimu- 
lating a desire to buy; The 
window background; The 
cvlour scheme of the window 
display ; Shop window light- 
ing; Sources of ideas for dis- 
play themes. 


Advance down years 


In his introduction, Sadler 
draws attention to the fact that 
men’s wear display is a technique 
which has developed during the 
past 20 years. What was the 
mere placing of merchandise on 
view has now become an art. 
The old crowded type of window 
display is outmoded to-day: “It 
showed merchandise certainly, but 
did not make it look attractive 
enough, nor was it psychologic- 
ally suited to the masculine 
mind.” 

Since the advent of mass pro- 
duction many shops carry identi- 
cal merchandise, and for this 
reason more attention has to be 
paid to the presentation of the 
goods in order to compete with 
firms showing the same merchan- 
dise. Moreover, the men's wear 
shop window must compete in its 
attraction, not only with other 


*Men's Wear isle, by Arthur 
iid. 2h 6d _ 


How to arrange successful 


men’s wear 


All aspects of the compilation of effective displays of men’s wear 
are clearly described and illustrated in a recent publication. As 
fashions in dress change the techniques of presenting the 

to the public must also be varied. 


men’s wear shops but with those 
of other trades. 

“If a man is attracted more by 
the displays of radio or sports 
goods, then his spending power is 
reduced by his purchases in that 
direction, and he will forgo add- 
ing to his wardrobe items with 
which the outfitter had hoped to 
tempt him . . . the standard of 
men's wear display must be kept 
in a progressive state of improve- 
ment not only to get extra sales 
but to keep the business the shop 
already has.” 

For this reason the responsi- 
bility of the display man is great. 

What qualities must he possess 
in order to be successful ? 

The author of this book sets 
them down as follows: * . he 
must be enthusiastic about men’s 
wear, be patient and energetic, be 
something of a _ psychologist, 
showman and artist, must have 
an open mind and be receptive to 
trends of the times. Habits of 
dress and styles are continually 
changing and so must the tech- 
nique used in presenting them. 
He will need to keep himself well 
informed on all subjects directly 
pertaining to display if the 
windows are to do the job for 
which they were intended.” 


Behind the 
BBC scenes 


BBC Handbook 1955, 
the British Broadcasting 
price 5s 
HE advertising man, faced 
with the imminent pros- 
pect of commercial television, 
will join with the ordinary 
listener and viewer in welcom- 
ing the appearance of this new 
BBC publication. 

Its aims are set out in a fore- 
word by the director-general, Sir 
lan Jacob: “to provide a clear 
and reliable 


published by 
Corporation, 


= to the work- 
ings of the BBC, to survey the 
year’s work in British broad- 
casting, and to bring together as 
much information about the 
BBC as can be assembled within 
the covers of a small book.” It 
explains the constitution and 
charter obligations of the BBC 
—eften imperfectly understood. 
It gives the full account of the 
broadcasting services and the 
programme departments. There 
is a long review of BBC broad- 
casting in 1953-4, supplemented 
by lists of representative pro- 


@ Continued on page 464 
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Extract from 
Copytaster’s column 
Advertiser’s Weekly 
21 December 1950 


ertised 


"0 
aye the * almost 
will change an 2 
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Full Colour again 


The Daily Record, Scotland’s national newspaper, For full details please apply to W. H. Porter, 
having already achieved triumphs in this field, again Advertisement Manager, Kemsley House, Glasgow, 
becomes Britain’s only daily newspaper offering this or to J. P. Clayton, London Advertisement Manager, 
service to advertisers. Kemsley House, London, W.C.1 


Full Colour in the Daily Record 
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AD MAN’S BOOKSHELF —continued 


grammes and the balance sheets 


move towards trade unionism in 


and accounts for the year the 1870's and closes with a care- for a 
The latter part of the book ful examination of the present ; 
provides a mass of useful refer- position of the movement in re- an ne combined 
ence material and includes the lation to the government, to the y bri 
full text of the BBC's charter nationalised industries and to or- very uwtmas 
licence. Ihose who wish to ganised employers and of some ; . 
apply for auditions, BBC posts, of the major problems and op- § cial Sreeting 
or tickets for BBC shows will portunities they now have to . 
find the information they want meet. on your and 
in a section entitled “Practical ee ’ % le : 
advice,” which also explains _ (hristmas u tide 
to submit scripts and scores an * * . ‘ 
gives the rules for SOS messages World directories list gift 
and appeals All the articles Croner’s World Register of Trade 
have been written by senior Directories, published by Croner Pub 
members of the BBC's staff lications Lid., price 15s 
ee HE second edition of this 
° invaluable reference work 
The rise of the contains only directories which 
trade unions res ee ae oe This Christmas display piece has been produced by Illustrated 


Newspapers Lid., for bookstalls and newsagents. In two colours, 


Magnificent Tourney, by Francis their respective country head- here are actual photographs of the covers mounted in the centre. 


Williams, published by Odhams Press 


Lid 15s ings. 
“e ? : she ; prce, manu- 2,000 librarians who form the 
ORE and more advertis- chambers of commerce, manu 2, | form 
lon aamnaion ase fain Accurate as possible facturers, exporters and direct professional and specialist staff 
pase a ee entail’ noe oe Although each title appears mail organisations. of national, public, university and 
—_ c . br rs ec Moles : in tS native tongue, the anno- ee special libraries in this country 
or another by the policies an tated list of contents is in as well as chartered librarians 


activities of the country’s English. its compilation is as Top layer bookmen abroad. An appendix indicates 


trade unions, complete and accurate as pos- Who's Who in Librarianship, edited by ‘he special interests of the 

This book, which traces their sible, bearing in mind that a Thomas Landau, published by Bowes & librarians and will aid those in 
rise, has been claimed by the small number of overseas pub- Bowes, 50s search of particular information. 
publishers to be “. . . the first lishers approached have not HIS book should prove an It seems that there was a certain 
complete and authoritative story co-operated invaluable reference work amount of hesitation about 
of one of the most dramatic and With special numerical indices for booksellers, all those con- including this appendix and the 


socially significant developments under the headings of trades, nected with the library profession author would like to hear whether 
in British history to be written country and world, it makes for and the book trade. This first any usefulness is served by it 
especially for the general reader.” speedy reference. The appeal of edition contains biographical and with a view to retention in future 

The book begins with the — the work is directed to librarians, bibliographical details of over editions. 


A Complete Commercial WiC R aT cay) the largest and best equipped 
____—_ studio in the West End 


FASHION PHOTOGRAPHY 


COLOUR PHOTOGRAPHY 


ADVERTISING & ILLUSTRATIVE CARBRO PRINTS 
STILL LIFE & ARCHITECTURAL DYE TRANSFER PRINTS 
INDUSTRIAL & TECHNICAL DISPLAY & MURALS 
STEREO COLOUR SLIDES CATALOGUES & SHOW CARDS 


PORTRAITS & CHILDREN 


COPYING 


A complete art & retouching service including hand colouring 
OPERATORS SENT ANYWHERE 
Representative will gladly call with Specimens 


RUSH WORK 
OUR 
SPECIALITY 


<i MAYFLOWER STUDIO 


Proprietors : ; Ax 1, Dover St., London, W.1 
Transatlantic News Features Limited (Corner Piccadilly) 


Howard Byrne, Managing Director 
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frames 


RRR 


SPACE FRAMES are a new and unique device for use in display. A 


light framework of any size and shape can be erected quickly. Window 


and counter displays — and even exhibition stands — can easily be 


built with Uniflex Space Frames. They come in three sizes and are 


never wasted. The rods are anodised and beautifully finished in a 


range of attractive colours. Ring or write for a booklet. Better still, 


come and see how it is done. 


We are the sole distributors in Great Britain. 


CITY DISPLAY ORGANISATION 


30 UXBRIDGE ROAD, LONDON, W.12. SHEpherds Bush 1281 
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’s a marke 


Here 


HOW MANY PEOPLE GO 
MOTOR RACING? 


Millions. And next season even more, 
because the popularity of motor racing is 
soaring. 

Last season, for instance, 120,000 went 


to one meeting, the British Grand Prix 
car enthusiasts all of them. 


Motor racing is an important market 
for every product that has to do with 
motors and motoring ! 


And it's growing ! 


466 


t that’ 


and “MOTOR RAGING” is growing with it! 


HOW MANY PEOPLE READ 
“MOTOR RACING”? 


Look at these significant figures. In 
January net sales were 9,500. This month's 
sales are about 25,000. ... More and 
more enthusiasts will read MOTOR 
RACING because MOTOR RACING 
gives them informed comment on _ the 
sport. MOTOR RACING ’s 1954 contri- 
butors included famous racing drivers 
Mike Hawthorn, Reg Parnell and Jack 
Fairman. Enthusiastic motorists want 
the magazine that gives the views of these 
top men and provides technical advice and 
informed commentary. 


That ts MOTOR RACING. 


EXTRA! 


Britain’s first Motor Racing Directory ! 
To be published Spring 1955, it will carry complete and up-to-date information 
and will undoubtedly be accepted as the international standard reference for 
the sport! Enquire immediately for details of advertising space and rates. 


Look at the famous names who place their advertising in “MOTOR RACING” 


AUSTIN HEALEY AVON «+ BRISTOL - CASTROL Olt 
BRITANNICA . ESSO - FERODO + FOULIS - GIRLING - JAGUAR - LOCKHEED - 
MERCEDES-BENZ MINTEX ~ RENOLD - SHELL-MEX & B.P. - TRIUMPH 


ADVERTISEMENT MANAGER: P. J. STEPHENS, PEARL, COOPER LTD., 48 CHANDOS PLACE, LONDON, W.C.2 


Ss growing FAST 
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MOTOR RACING 


BRITAIN’S LEADING REVIEW 
FOR ENTHUSIASTIC MOTORISTS 


DUCKHAMS DUNLOP - ENCYCLOPAEDIA 


LUCAS » MARCHAL - MARLEY 


VALSPAR - VANDERVELL 
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Advertising pictures in 


big photography show 


Prorre top British photo- 
graphers have each con- 
tributed four prints to form 
the most important and am- 
bitious exhibition of profes- 
sional photography since the 
war. 

Planned by Kodak Ltd. pri- 
marily as an opportunity for 
fellow-professionals to see one 
another’s work under ideal condi- 
tions, the exhibition—at Kodak 
House, London until November 
26—is also drawing a consider- 
able following from the general 
public. 


Range of exhibits 


The 160 pictures cover most 
branches of professional photo- 
graphy — commercial, portrait, 
press, fashion, scientific, stage— 
and advertising. Not everyone 
will agree with the selection of 
the 40 workers represented, but 
there is always room for argu- 
ment in any selection of leading 
artists—in whatever firmament— 
and some must be omitted. Kodak 
have not, however, fallen into the 
trap of suggesting that the exhibi- 
tion is necessarily .the work of 
Britain's best 40 — merely a 


famous 40, With this there can 
be no disagreement. 

Some of the Grand Old Men 
of British photography are there 
represented—Marcus Adams, the 
doyen of them all, for example, 
Walter Bird, Cecil Beaton, 
Charles Brown, Allen Cash, Peter 
Clark, Zoltan Glass, Eric Hos- 
king, Angus McBean, Houston 
Rogers, Barnet Saidman, Dorothy 
Wilding, Harold White—names 
like these have long woven magic 
in their respective fields, and 
though in many cases their looks 
and ages belie the fact, all have 
long reputations by no means en- 
compassed by these Islands. 

It is, however, most interesting 
to see how younger photo- 
graphers and those who have 
touched new heights of fame in 
the postwar period compare with 
their elders, but by no means 
necessarily “betters.” In review- 
ing an exhibition which contains 
only the cream of brilliant 
specialists’ work it would be 
most invidious and unwise to 
attempt to select “best” pictures. 
One can only mention certain 
exhibits in the fields of fashion 
advertising and commercial 
photography which particularly 
caught the eye. 


A beautiful still-life for a wall- 
paper firm by Studio Briggs is so 
convincing as to be almost stereo- 
scopic. Peter Clark includes in 
his panel two magnificent and 
highly individual shots; a fur 
coat and a high-key study for 
Yardley’s “Captive Beauty” per- 
fume. Bertram Follett shows a 
Bible story illustration which has 
many of the qualities of an Old 
Master painting a wonderful 
manipulation of light and appara- 
tus to give a picture of rare 
imaginative perception. 

Readers who live out of Lon- 
don will have the opportunity of 
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seeing the Kodak Exhibition as 
it travels to Bristol (February 8- 
10), Manchester (March 22-24), 
Glasgow (April 12-14), Birming- 
ham (May 2-4) and Leeds (May 
17-19). 

Some enterprising publisher has 
only to reproduce this entire ex- 
hibition in good-quality book 
form to have a permanent record 
of the imaginative vitality and 
technical accomplishments of 
British photography at a time 
when it is contributing most 
materially to the prosperity of the 
country’s industries. This opportu- 
nity should be taken, J. H. 


Marcus Adams standing beside the screen which carries his work at 
the “40 famous British photographers of to-day” exhibition. At right 
is his son Gilbert Adams. 


It’s a good job 
we asked hiM along! 


Catalogue, showcard, 
leaflet or packaging 

as long as its production 
involves the use of 


some kind of paper or board, 
you will find it pays to call in 


Spicers Paper Consultant 
at the planning stage. 


Speak to Wyma 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC4 
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Consistency in design can be 


a powerful sales weapon 


This article is based upon an address on design given by W. M. de MAJO to the 
sales convention at Stratford-on-Avon of Brades & Nash Tyzack Industries Ltd. 


ITH the ever increasing 

trend towards good de- 
sign—design which will not 
only be pleasing from an 
aesthetic point of view but 
which will work well and gan 
be produced economically— 
and the impulse buying of 
branded goods at retail level, 
the success of a _ product 
depends more and more on the 
quality of the product and the 
quality of its design and 
packaging. 


Facing the consumer 


Advertising and design work 
hand in hand to build up the 
climax when the product faces 
the consumer at the point of pur- 
chase, Then the product's quali- 
ties are put to the acid test. 

To achieve the ultimate success 
it is important to follow a con- 
sistent design policy. In a con- 
sistent design policy the shape of 
the lettering on the guarantee tag 
is just as important as the look, 
the functionalism and the quality 
of the product itself and, to 
achieve this, it is important that 
the designer participates in the 
whole chain of development. It 
also demands a positive attitude 
towards a co-ordinated design 
policy from top management and 
close co-operation, as well as an 
understanding of what design can 
do, from everyone concerned in 
the organisation, be it the produc- 
tion department or the sales 
team. 

It is imperative that all con- 
cerned work hand - in - hand 
together so that each one appre- 
ciates that their efforts depend 
u and are supported by the 
efforts of the other parties. To 
be sure that manufacturers are 
not left behind in the ever 
increasing race they must be 
adventurous in design and mar- 
keting policy, even if at times a 
new design may appear somewhat 
revolutionary. 


Accumulation of years 


When a company has been 
acquiring designs of one sort or 
another haphazardly, for years 
on end, one package or product 
at a time, the result is obvious. 
Most companies who have a 
realistic approach to their mer- 
chandising will appreciate that 
such designs accumulated over a 
long period are bound to lose by 
not being unified and that the 


entire company could be given a 
new look overnight. 


The interest in applying design 
to business should not be singular 
but should travel from the top 
throughout the organisation. In 
most enterprises such an over- 
haul might be concentrated on 
five main groups although not 
necessarily in this order: — 

®@ Packaging and identification 

with a trade mark or patterns 

as the prime need 

® Product design 

@ Advertising design 

@ General merchandising de- 

sign 

® General plant layout 

The reason for plant layout 
is that it makes a better showing 
for a business organisation if the 
appearance of its plant and test 
field are up-graded. In all such 
work it is very essential that the 
manufacturer's organisation and 
staff work closely together with 
the designer and that, at no stage, 
should there be a feeling of out- 
doing each other but that all 
work together as a team. 

Sales literature, news letters, 
external and internal  sta- 
tionery ; all of these have their 
rightful place in an integrated 
design policy, and stress value 
of company identification in 
the competitive race helping to 


Better sales story 


Once the visual appearance of 
the product and the packaging 
are in line, and the packaging is 
more attractive yet easier to 
handle by the retailer, the sales- 
men have an even better sales 
story and often will be able to 
open up new accounts. Needless 
to say that an integrated design 
policy will increase your own 
pride in your company’s products 
and benefits everyone concerned. 

The package can often be the 
most important medium, both 
from the point of being the con- 
tainer and protector, and from 
the point of being identified and 
presented. To do its job well 
the package not only must pro- 
tect, but it must have the right 
kind of eye appeal and draw the 
customers at the point of sales 
and, if possible, should tell the 
customer why he should buy the 
product, or at least stimulate his 
interest and entice him to make 
an impulse purchase. Often this 


can be achieved by novel fea- 
tures, such as the self service 
display carton. 

We are often told that the 
customer is old fashioned and 
reluctant to accept new ideas, but 
in most trades, whefé such think- 
ing has been carefully investi- 
gated, it has been found that it 
is not the customer but usually 
the buyer who very often takes 
the old-fashioned view or the 
line of least resistance. To-day’'s 
consumers, who are the new 
generation, are very much more 


adventurous. They expect sur- 
prises and new, pleasant 
experiences. 

Climax of integration 


It has been proved that most 
of to-day’s successful merchan- 
dising jobs can be related to an 
integrated design policy. 

The climax of such integra- 
tion will be when the customer 
reaches for the product which 
he has seen advertised, or, in 
the case of a non-advertised 
product, for the package with 
the most eye appeal, instead 
of the product he has planned 
on buying. 

In other words, where a par- 
ticular brand has been con- 
sistently supported by advertis- 
ing, the package must be distinct 
enough and attractive enough to 
be the clinching factor that 
finally convinces and makes the 
sale at the point of purchase. If 
the product is not supported by 
advertising, then the importance 
of the package becomes even 
more apparent. 

It is for this reason that there 
are more planned packages in 
both the advertised and non- 
advertised groups on the shelves 
to-day, and planned packaging is 
no longer the step-child which 
it was years ago. These are also 
the basic reasons why more and 
more manufacturers have been 
and are re-designing their pack- 
ages and trade marks. 


Points to observe 


To summarise, the important 
points to observe when planning 
packages are as follows :— 

® Protection—does it protect 

the contents and, where 
necessary, while they are in 
use? 

© Attractiveness—is it eye- 

catching and distinctive ? 
®@ Information—is the brand 
name prominent? Are con- 
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The function 
of the 
designer 


7s skills that a designer 
must command were 
stressed by W. M. de Majo 
(who is consultant designer 
to the Brades & Nash 
' Tyzack group) during the 
course of his address. The 
work of the designer is an 
important element in the 
total selling operation. The 
designer, he said, must be 
an artist and a sound busi- 
ness man because good 
design had to pay for itself. 
He must be familiar with 
the technical side of prob- 
lems and, while it is im- 
possible to be a technical 
expert in all fields, his 
training should enable him 
to familiarise himself quick- 
ly with the problems on 
hand. If he does not know 
the answers he should know 
how to find them and be 
able to draw on specialist 
advice. 


handle, to open and to 

close ? Will it store easily ? 
© Expression contents— 
does it express in shape and 
colour the nature of its 
contents and instill the feel- 
ing of quality of the pro- 
duct ? 


®Economy—is the design 
economical for production 
? 


If all these points have been 
taken care of the packaging 
design programme cannot fail to 
create additional sales and satis- 
faction all round. 


Personal creation 


It is not enough for goods to 
he good—they have to look 
good. To-day’s customer wants 
to feel that the mass-produced 
article was created sonally for 
him, and the manufacturer wants 
to be accepted as a friend of the 
family. The consequence is that 
the customer, whether he be in 
Norway or New Zealand, 
whether he may be in America or 
behind the Iron Curtain, looks 
at identical articles and buys 
them for the same reasons. 

Moreover, the same reason 
that will create the initial sale is 
very often the impression 
created by the packaging. In 
short, good packing design acts 
_as a silent salesman. 
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ADV BER ETzISsiNw Gc 
by TRL VV TSrOn 


Into focus 


In these days of tumult and shouting —and often 
utter bewilderment — you will find T.V.C. an oasis of 
quiet commonsense and confidence. After a few minutes 
you will realise that here are people who really know what 
they are talking about; who talk without excitement or 
panic, and who, as advertising men, never lose sight of the 
fact that the sole purpose of commercial television is to se//. 

T.V.C. was formed for one reason only —to help 
advertising agencies whose clients will use television. There 
is no more need for an agency to set up its own T.V. 
department than there is for it to undertake printing and 
blockmaking. Let us be your television department. We can 
provide every necessary service from creation right through 
to production. Even agencies which have set up their own 
departments will still need some outside help . . . and 


T.V.C. can provide just those specialised services required. 


For successful Advertising by Television, 


LEAVE IT TO 


to plan 
=| to create 


to produce 


T’ V-' COMMERCIALS LIMITED 
3s PORTLAND PLACE « LONDON : W1 ° 


LANgham 2000 


ADVERTISER'S WEEKLY 


A few of the “stills” from 
productions we can show you 
already. 
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In aid of N.A. B.S. 


THE FLEET STREET PLAYERS 
will present 


THE 
FARMER’S 
WIFE 


A Comedy in 3 acts by 
EDEN PHILLPOTTS 


AT THE 


FORTUNE THEATRE 


on MONDAY NOVEMBER 22nd 
and TUESDAY NOVEMBER 23rd 


ALL SEATS RESERVED 
10/6 - 7/6 - Sj/- - 2/6 


Proceeds in aid of N.A. B.S. 


BOOK YOUR TICKETS TO-DAY 
RING CENTRAL 2412 


THE NEW MEDIUM 
HOME EXHIBITION PLUS 


Designed for the large or small advertiser 
with available supplies of Samples, Brochures, 
Leaflets, or Vouchers, etc., for presentation 
to housewives. 


This scheme is a real WINNER for the 
creation of more steady and balanced sales 
turnover, through door to door distribution 
at modest cost; which cannot fail in its 
objective. 


Write for full details of scale of charges and 
conditions to:— 


LINKMAN & SONS 


5, WESTGATE AVENUE, BOLTON, LANCASHIRE 
Telephone: BOLTON 7204 


NEWSLETTER FROM | 
SCOTLAND | 


by Rushworth Fogg 


Current hopes—and fears 
about TV advertising 


GJOME Scottish advertising 
agents declare that they 
are thinking constructively 
about the possibilities of TV 
advertising, when it comes. 
Some gloomily regard com- 
mercial TV as just another of 
those things that will take 
Scottish money to London. 

Scotland is not expected to get 
a station until after London, Bir- 
mingham and Manchester, so the 
Scots will be at a disadvantage in 
gaining experience. 

An optimist sees opportunity 
when regional stations are estab- 
lished. The Scottish manu- 
facturer catering for the home 
market, who wants to address 
himself to that proportion of the 
country’s five million in posses- 
sion of television sets is his great 
hope. “But we'll have to be 
ready to produce the message,” 
he adds. And the pessimist 
thinks that Scottish manufac- 
turers will be scared off by the 
£600-a-minute estimate of cost of 
actual advertising time. 


An object lesson 


Glasgow and West of Scotland 
College was thinking of closing 
down its four classes on advertis- 
ing subjects on the ground of 
lack of demand. 

The fact was referred to at 
last month’s meeting of the 
Glasgow Junior Publicity Club. 

Result: all four classes are 
fully attended. 

One thing that had apparently 
been forgotten earlier was that 
even classes in publicity require 
publicising in the right quarters. 

At this month’s junior meeting 
a member raised the point that 
educational syllabuses pay a lot 
of attention to national and 
semi-national campaigns, but not 
to the kind of work the young 
student in the provinces is much 
more likely to be doing on 
smaller accounts. Getting some- 


| thing worked out on this sub- 
| ject is going to be one of the 


jobs for the education member of 
the junior club’s new committee 
of administration. 


Features under fire 


I do not know whether it was 
my reference to the lush growth 


| of advertising features in Glasgow 


newspapers (temporarily slowed 
down by the dock-strike paper 


_ shortage) that caused one of the 


| juniors to raise the question at 


this meeting as to whether they 
were really worth while. 

Most of those present appeared 
to agree that it depended on the 
feature: it must have real news 
and reader-interest value. The 
type of feature favoured was the 
one about a new model car, with 
the editorial man writing about 
his test of its performance and 
the advertisements telling the 
maker's story, and where the car 
is to be bought. But there was 
definite hostility to such “got-up” 
pages with little or no genuine 
editorial interest. 


Much too much 


It is often said that agents here 
dare not stand up to the client 
with a horrible pet idea the way 
the London agent can. But I am 
assured by one Scottish agent 
that he did win his point when he - 
told the client he would rather 
relinquish the account than use 
a picture of a pie on an ear with 
a reference to the firm being 
pioneers in their line of business. 

A veritable victory! 


Misplaced birth 


A proud father who happens 
to be in the business was annoyed 
that after he had put a birth 
announcement in one paper it was 
reproduced in another. No 
enthusiast for unpaid advertising, 
he was still annoyed when he was 
assured over the telephone that 
it was meant as a compliment, 
and he has since received a letter 
of apology. 


Farthest north 


Aberdeen’s Publicity Club, 
founded five years ago, is the 
most northerly in Britain and 
cape one of the smallest. 
ut what it lacks in size it makes 
up for in enthusiasm, A in 
after a conversation the 
greatest interest with vice- 
chairman W. Barr. 

“We have got to the stage 
when we are probably at satura- 
tion point as far as real adver- 
tising people are concerned,” he 
explained. “ After all our agen- 
cies are few and small. But we 
are keen on this idea of ‘adver- 
tising advertising.” We have 
written off for the new speakers’ 
notes and hope soon to have 
some of our members ‘spreading 
the gospel’ in addresses to 
ty business and professional 
clubs.” 
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PUBLISHERS MAKE MONEY 


by taking advantage of the big differences in basic costs of HERE 
different types of presses. is WHAT 


One printer is not cheaper than another because his mark-up 
is less. He is cheaper because his plant suits the job. 


Thus a publisher who harmonises his journal with an economic 
press and plant gains handsomely. WROTE US ABOUT THE 


Pocket sized and flat bed journals are relatively costly because RESULTS OF OUR SERVICE 
of warehouse handling, folding, trimming ete. , 
The hard fact is that journals designed to suit 


ell ease quieted every i “ When we took over, the old style production had a 


print of 3,800 weekly. Our print, August 27 (52nd 
Saving even £10 a week adds £5,000 to a paper's capital value issue in the new style) was 5,200, We are now members 
through increased trading profit. Arthur Heighway is proving it. of the Audit Bureau of Cireulations. 


** Readers like the change because it gives them much 
AME MAKE MONEY greater editorial content, better picture display, brighter 


and more attractive presentation. The jump in circula- 


FOR PUBLISHERS = Scag A two-shift system and folder 


because equipped press with motor transport to London are 


1. Much cheaper production. 
1. We are geared to produce economically. 2. Much faster distribution to the reader. 


2. Our folder equipped presses eliminate costly handling and 3. Much greater elasticity in make-up and 
speed quick packing. handling of late news. 


3. Motor delivery, by night or day, to London terminals saves ~ ** For our special needs I am satisfied that our experiment 
up to 24 hours in distribution. in presenting trade and technical news in newspaper 


4. A special addressing installation, an automatic wrapping style has many advantages over the sectionally printed 
machine and well-equipped bisck making plant ensure trade journal. 
maximum service. ** Advertisers, too, like the change because they secure 


° ge ET re, more prominence with assured next-reader position, 
About Your Periodical Printing thus ensuring better results. There is no doubt of this. 


CONSULT NOW ** | am satisfied that we would not have achieved 


BOURNEMOUTH TIMES Ltd ““="""" 


ra Vera Sen 
BOURNEMOUTH, WEST Condens 82 


Westbourne 63271 
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in South Africa 


Cape Town 
Durban 


Johannesburg 
National 


CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 


RAND DAILY MAIL 


SUNDAY TIMES 

SUNDAY EXPRESS & HOME JOURNAL 
DIE LANDSTEM 

SPOTLIGHT 


Null pico 


NEWSPAPERS LTD 


92, New Cavendish Street, Portland Place, W.!. 
Tel.: LANgham 5036 


INTE RAVIA 
so 


The ONLY aviation magazine with 
a world wide circulation in four 

separate language editions — 
INTERAVIA (U.K.) LIMITED 


27, Old Bond Street, London, as MAYfair 1596 
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Big expansion of national 
income foreseen 


A rise of about £100 million per year has been forecast in the 
income 


South African national 
Despite the 


in the not too distant future. 
of machinery have 


ay tet ee ee ee oe ee a 
ers. 


ONSIDERABLE optimism 

about the economic and 
trading future characterises in- 
formed opinion about South 
Africa. Note —_ ee 
be taken of the remarks made re- 
cently by the Minister of Educa- 
tion, J. A. Viljoen, when he 
opened the Nigel Agricultural 
and Industrial Show. 

South Africa, he said, was in 
a very happy position economi- 
cally and in the not too distant 
future the national income would 
increase by about £100 million a 
year. He ascribed the expected 
increase in the national income 
to the rapid development of the 
Free State gold-mines and the 
production of uranium. 


Higher living standards 

The main aim in South Africa, 
the Minister went on, was for a 
higher living standard for all. 
The state in its planning did not 
lose sight of the need for an in- 
crease in the production of con- 
sumer goods, a wider consumer 
market, and er gored an im- 
proved standard of living. 

The state’s task of co-ordinat- 
ing the economy of the country, 
he concluded, was a difficult one 
and would be greatly assisted 
with the full co-operation of 
local authorities and business 
houses which continually kept 
the national interest of South 
Africa in mind. 

This degree of confidence about 
the future of the Union has 
clearly vindicated those who ven- 
tured money there some years 
ago. Since the war the country 
which has been most favoured by 
British investors has undoubtedly 
been South Africa, according to 


| an editorial in a recent issue of 
| the Stock Exchange Gazette, 
' which recalls that t 


Assistant 


As a nation with a large wool industry South Africa has every interest 
in popularising the use of the product for knitting. This is a section 


SOUTH AFRICA 


High Commissioner for the 
United Kingdom in South Africa 
recently estimated that Britain 
had invested between £400 million 
and £500 million in South Africa 
between 1946 and 1953. There is 
no doubt, said the Gazette, that 
the transfer of capital to other 
Commonwealth countries has 
never reached the proportions of 
that to South Africa. Many new 
British investments in the Union 
went into the opening of new 
mines in the Free State and the 
development of uranium produc- 
tion. Investors, however, had 
also shown interest ‘a other 
investments. 


Opening for trade 


There is every reason why 
British traders should continue to 
regard South Africa as an im- 
portant field of operations. In 
proof of this we can quote from 
a letter recently received by the 
London firm of Technical Pub- 
lications (Overseas) Ltd., from 
Ralph Horwitz, general manager 
and managing editor of South 
African Publishers (Pty.) Ltd. 

. the import position of 
machinery has generally im- 
proved. At a meeting which I 
recently attended of the economic 
affairs committee of the Chamber 
of Industries, a number of respon- 


@ Continued on page 474 
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of the “Wool Fair” held at South Africa House. 
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Sell your 
Product 
this way 
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“SGETAVLEX Cream 
fy" i * < 


Read with interest in 53 countries ! 


The only journal: published in this country which 
is specifically designed to sell British drugs, pharma- 
ceuticals, fine chemicals, cosmetics and allied products 
in overseas markets. The selling force of THE 
EXPORT REVIEW is founded on its world-wide 
coverage in specialised fields. Each month the paper 
is sent to 5,000 buyers in 53 countries who together 


represent an immense source of purchasing power. 
Regular advertisers, including those who use THE 
EXPORT REVIEW to supplement local overseas 
advertising campaigns, have found that publicity in the 
journal has opened new markets and increased existing 
business. There is no reason why your experience 
should not be equally encouraging. 


ADVERTISEMENT TARIFF AND SPECIMEN COPY ON APPLICATION 
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Book space now in the NEW 
Justice of the Peace 


LOCAL GOVERNMENT REVIEW. 


THE MOST POWERFUL SELLING MEDIUM 
IN THE MUNICIPAL FIELD 


LONDON OFFICE:— 


L.A. WRIGHT, 11 & 12 BELL YARD, TEMPLE BAR, W.C.2 


TELEPHONE, HOLBORN 6900 


Mechanical World 


AND 


ENCINEERINC 


RECORD 


Undoubtedly one of the best media 
for reaching the buyers of technical 
products; this widely-read nos 


journal, pu blished monthly, an 


essentia 


for every technical siete: 


Send for free aver copy 


and rate card. 


EMMOTT & CO. LTD., 3! KING " STREET WEST, MANCHESTER 3 
LONDON 


OFFICE: 50 TEM 


PLE CHAMBERS, TEMPLE AVENUE, E.C.4 


MW 14 


a 
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MERCURY 
DISPLAYS 


LIMITED 


WORKS & ADMINISTRATION 
EASTWOOD STREET, S.W.16. 
Tele : STREATHAM 4245 
HEAD OFFICE 


171, NEW _ BOND STREET, W.! 
Tele : GROSVENOR 871! 


DISPLAY 
SILKSCREEN 
EXHIBITION 
PERSPEX 
METALWORK 
PLASTERCASTING 
AND 
MODELLING 
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Conte 
SILK SCREEN ot iw 


97 SHIRLEY ROAD. CROYDON 
3147-8 


40018scomee 


HIGHEST GRADE 
CLEAN + SHaRe 
AITSMANGHIP 


SPEEDY SERVICE 
S EXPRESS Z 
DELIVERY 


GIANT ENLARGEMENTS 
up to 60 aq. ft. in one piece 


The Autotype Co. Led, Brownlow Ad. 
London, W.13 Ealing 2691 


DVANCE 


ICITY» LTD 


ERRARD 8236 


5 = SHOWCARDS — 


——= POSTERS DISPLAYS =— — 


= SCREEN PRINTING = 


| 


| 


= weer = 
= 3-STAR SERVICE = 


=~ QUALITY-SPEED-LOWCOST = 


149, WARDOUR STREET, LONDON. Wi 


13 0 WELBECK 6655 
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human pictures of human beings 
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FOCUS ON SOUTH AFRICA ~—continued 


| Ke to right: 
Francis Hartley, 
ot and 
South African 
member of the 
| ember” Wool 
Secretariat, and 

H. Torrance, 
p-™*- High Com- 
missioner for 
South Africa in- 
specting a display 
of knitted child- 
ren's garments at 
the exhibition at 
South Africa 

House. 


sible and influential men indi- 
cated that individual manufac- 
turers have been granted permits 
for machinery almost without 
quesiion, But these permits, it 
must be emphasised, are not 
given to the South African agent 
of the British machinery 
principal. The South African 
agent will only have permits 
to the extent that he was already 
engaged in the business during 
1948, but—most important—this 
South African agent can offer his 
principal’ 8 machinery to prospec- 
tive buyers among South African 
manufacturers in the certainty 
that should the South African 
manufacturer decide to buy, the 
manufacturer himself can readily 
obtain a permit. 

“This point seems to me of 
great importance in respect of 
prospective advertisers in Britain. 
It strengthens the case for such 
British machinery firms to adver- 
tise in the trade press direct to 
prospective buyers with the 
definite objective of arousing 
interest and persuading the manu- 
facturer to apply for permits for 
the machinery offered.” 

* - + 

A COLOURFUL travelling exhibi- 
tion featuring all that is new in 
knitting aw & and all the latest 


ideas which can help women 
knitters to use their skill to the 
best advantage, has come to 
South Africa House, Trafalgar 
Square. It will close on Friday, 
the 26th of this month. 
Sponsored by knitting wool 
manufacturers and the  Inter- 
national Wool Secretariat, this 
“Wool Fair” has been designed 
by James Gardner. Taking its 
theme from a country fair, it in- 
cludes several novel devices to 


interest both members of the 
general public and advertising 
men. 


Movement and activity are the 
keynotes. Spectators can twist 
revolving figures showing the 
right and wrong shades of wool 
to wear with different forms of 
colouring. On a roundabout spin 
figures of lan:bs each one made 
of various types of hand knitting 
wools, 

The visitor is invited to press 
buttons in front of display 
mirrors, which light up to reveal 
cartoon figures and illustrations 
showing the virtues of wool. 
Another feature is a “Hall of 
mirrors,” in which visitors can 
look into cabinets of mirrors, 
arranged to influence the woman 
shopper in the choice of styles 
suitable for her type of figure. 


The president of the Turkish Parliament (right) congratulates Bill 
Kern, technical director of Auger & Turner Group Ltd., on the 
appearance of the British pavilion at the opening of the Izmir Fair. 
Between them can be seen Norman Covey (left), secretary of the 
British Chamber of Commerce of Turkey, and the British Consul 
General. Behind the president is the mayor of Izmir. 
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OUTDOOR 


SIGNS 
with a Guarantee. 


COWLING guarantee to replace free any Sign 
produced by our Organisation, that Fades, Chalks, 
Bleaches, Discolours or deteriorates other than through 
Mechanical damage. 


COWLING are sole patentees of the process 
developed in our own laboratories. 


COWLING Signs are manufactured with stoving 
Synthetics that are produced in our own Paint Mills. 


N. L. COWLING (c#s270) LTD. 


ARMSTRONG GARDENS WOOLWICH ROAD 
LONDON §.E.7 
Telephone : GREENWICH 0051-2-3 
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~ KENTISH TIMES 


AUDIT BUREAU OF CIRCULATIONS. Average 
weekly net sales for the first six months of 1954 


84,800 


THE LARGEST IN THE 


COUNTY 


#. All enquiries to: TIMES OFFICE, SIDCUP (FOO 1155) or 
BANK CHAMBERS, 329 HIGH HOLBORN WCI (HOL 2730) 


THE GOUNTY OF 


MIDDLESEX 
CHRONICLE 


Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


43,860 


POSTERS 
WHICH CLAIM ATTENTION! 


Phone: HOUnsiow 0016-7-8 


lLenden: Jackson, 
Clifterd’s inn, HOL 361) 
Founder Member London Suburden 
end Heme Counties Press Group 


your 
BUSINESS: 


36, NORTH RD. 
YORK WAY, LONDON, NZ. 
~WORTH 2327-8~ 


COMPANY REGISTRATION 

Private Limited Companies for Adver- 

ee end Allied 

ny within eight deys. 

upon Ff of written or wt 4 

CITY BUSINESS SERVICES (LONDON) LTD. 
Compaen Agere 


Ragiswaven 
~ "enema 
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Wwouro you select the 
housewife as a target 
for beer sales? Would you 
choose a repertory actress in 
preference to a photographer's 
model? Would you ask the 
sales manager to write the 
copy ? 

You wouldn't? A pity. If you 
followed all these leads—and 


several other unorthodox lines, 
you might produce a campaign 
as fresh and stimulatin 
now running in the Mi 
Davenports’ C.B. Ltd. 
For 50 years this firm have been 
brewing, bottling and delivering 


as that 
ds for 


WILTON EVAN 


beer to customers’ homes. To 
| increase their sales they decided 
| to concentrate on the housewife. 

J. Carl Daniels, the general 
sales manager, reasoned: The 
best way to “sell” the housewife 

is to show her how she can save 
money and trouble, and balance 
her budget, by planning to 
accept regular deliveries, 

To put this across he thought 
that a young housewife, chatting 
over her problems in the adver- 
tisement columns, would be a 
good idea—-especially if she ex- 
plained how the “Davenport beer 
at home” system helped to solve 
her social and economic worries. 

So wisely, he chose the photo~- 
grapher rst—and throughout 
the campaign his association with 
John Short, managing di r of 


How to sell the housewife 


—get a rep actress 


Novemser 18, 1954 


F. R. Logan, Ltd., of Birming- 
ham, has been singularly effec- 
tive. Together they studied 
ictures of professional models— 
ut failed to find one whom they 
fancied would be pleasant 
enough to attract the men, not 
so glamorous as to scare the 
wives, and talented enough to 
portray the various moods and 
troubles of a modern housewife. 


Actress selected 
The search ended when they 
met a 2\l-year-old repertory 


actress. Her own contributions to 
the success of the scheme is indi- 
cated by the two studies repro- 
duced in these pages—typical 
examples also of Mr. Short's 
brilliant series now illustrating 
the advertisements. 

To create interest in the scheme 
Mr. Daniels decided that the girl 
should have a suitable name to 
identify her with the product and 
service, so the first two issues of 
the advertisement in the Birming- 
ham Mail and the Birmingham 
Evening Despatch carried photo- 
graphs inviting readers to send 
their mame suggestions. They 
were asked to bear in mind that 
the typical Davenport housewife 
would (a) Balance her weekly 
budget, (b) Look after her family 
well, (c) Value thrift, (d) Be a 
judge of excellent a, (e) 
Appreciate the joys of home life. 

The competition was run for 
two weeks and 2,251 replies were 
received, the prizes of £50 being 
awarded to the reader who sent 
the suggestion of “Mrs. Sunny 
Home,” and it is “Mrs. Sunny 
who is doing the selling in real 
homely style. 

This campaign ap Ss every 
Monday night in the Birmingham 
Mail and Birmingham Evening 
Despatch and has extended to the 


Here are two typical examples of the brilliant series of advertising 
illustrations being mee in a Midlands beer campaign. 
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g WOMAN'S 


*Women represent 52% of the readers 


of the Glasgow EVENING TIMES and 


three-quarters of them are housewives. 


*The EVENING TIMES has 675,000 readers 


and is the only Scottish evening newspaper 


with over 500,000 readership 


*Figures from the I.1.P.A. Survey 


EVENING 


TIMES 


65 BUCHANAN ST. | 56 FLEET STREET 
GLASGOW LONDON 


Scotland’s 


LEADING 
EVENING 
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St. Helens Newspaper 
& Advertiser 


and associated papers 
joined the 


St. Helens Reporter 


Series 
as and from Saturday, 6th November 


All copy, orders, copy instructions, 
blocks, etc. should, therefore, be for- 
warded to 


H. C. Blanchard, 
134 Fleet Street, E.C.4. Tel. Cen. 7620 


or direct to 
73 Church Street, St. Helens, Lancs. 


Series rate 24/6 per s.c. inch 


THE 
WELLINGTON JOURNAL 


& 
SHREWSBURY NEWS 
ner sates 4Y 89Q weeny jasc; 


London Representative - 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CENtral 2626) 


WAITER TRAYS, 
SHOWCARDS, 
DRIP MATS, 
ADVERTISING 

POTTERY. 


CREATIVE COLOUR 
PRINTERS - ON 
METAL AND BOARD 


REGINALD CORFIELD L" 


LOMBARD ROAD: MERTON: S.W.19 


TELEPHONE - LIBERTY 4606 (10 LINES) TELEGRAMS - REGICOR, PHONE, LONDON 
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OUTSIDE LONDON. -continued 


Gracie Fields was 
present to lay the 
foundation stone 
of the extension 
10 the “Rochdale 
Observer" at a 
recent ceremony. 
At left is P. R. 
Scou, a_ director 
of the “ Rochdale 
Observer.” 


Oxford Mail, the Birmingham 
Weekly Post and the Kidder- 
yninster Shuttle. 

Due to the interest that has 
been shown in the scheme Daven- 

rts are contemplating extending 
it still further to the Wolver- 
hampton Express and Star, the 
Coventry Telegraph, the Derby 
Evening Telegraph and many 
other provincial newspapers 
covering their delivery area, 
which, incidentally, extends from 
Lancashire down to Somerset. 

Here is a sample of the copy: 

Bill's friends were grand 
(says Mrs. Sunny Home)... . 
Such a lovely evening when 
Bill's old Service pal and his 
wife came to see us. Eventually 
we talked about making ends 
meet, and when I said beer at 
home had helped us, they were 
amazed. 
Bill told them our secret. 
“At first 1 used to call in for 

a quick one—often I got into 

a ‘School’—had more than 1! 

wanted, and certainly more 

than | could afford. Now 

Davenports call, and we enjoy 

better beer at much less cost, 

and it's always to hand just 
when needed most.” 

Well, there’s nothing of the 
vintage, nectar and high tradition 
school of beer advertising about 
that, is there? But for hard- 
selling it’s right on the button. 

Lots of people write in to ask 
about Bill—and his father, and 
about Mrs. Sunny herself. And 
many choice adjectives have been 
spilled for other brewers without 
creating that sort of response. 

* + = 

Tuts year’s Motor Show sup- 
gin in the provincial press 

ave broken all records. In an 
admirable effort, the Somerset 
County Gazette attracted 1,176 
column inches of advertising sup- 
port. This included two full and 
four half pages. 

The Cumberland Evening News 
ran a 12-page supplement with 
645 inches of advertising, which 
included three full pages and five 
half pages. It also gave details 
of 42 different makes of cars and 
23 pictures. 

This is a record number of 


inches carried in one supplement 
covering one subject ever to be 
produced by the Cumberland 
Newspapers Ltd. group. 

A double-page feature on the 
Motor Show, with pictures of the 


new cars and commercial 
vehicles on view at local garages, 
caused a quick sell out in East 
Devon of the Exmouth Journal. 
The Journal, now a 16-pager, has 
almost doubled its advertising, 
and circulation has risen by 25 
per cent over the last three years. 

The editor, Bill Gorfin, will 
shortly celebrate his S3rd year 
with the paper which he has 
edited for 40 years. In charge of 
advertisements is K. C. Hart 
Thomas. 

Well supported by the South 
Yorkshire motor trade, the 
South Yorkshire and Rotherham 
Advertiser carried a total of no 
fewer than six full-sized pages in 
their issues of October 16 and 23 

three pages in each issue of 
20 pages. Also introduced into 
the Advertiser on October 23 was 
a cinema and theatre feature, 
with news and gossip of the local 
entertainment world, as well as 
preliminary paragraphs of forth- 
coming shows. The feature, 
which is well illustrated, incor- 
porates a series of articles on 
personalities in Rotherham and 
district entertainment. The 
candid film reviews deal with pic- 
tures to be shown locally several 
weeks ahead. 

* * * 

THE MANAGER of a local store 
has again presented further proof 
of the pulling power of toate 

The store inserted a four inch 
double-column in the Wednesday 
issue of the Birkenhead News 
advertising socks and stockings 
“at unusual prices” (no figures 
were given) to be sold at 2.30 p.m. 
the same day. 

By noon the queue numbered 
about 500 and at 2.30 it stretched 
almost the length of the road. 
The Birkenhead News was the 
only paper that carried the adver- 
tisement and in its Saturday issue 
following, a photograph of the 
crowds was featured to illustrate 
vividly the success of the adver- 
tisement. 


a 


"ee " M “ ae OE. Tea 
. _ * ry emu ~ ee oo 
Be B ty - = pecs. sit : 
4. 7 ° 
eC = Pe i: 
a 
i ii ag ' 
i. Bae > is - é 
fi . op a, - . - a 
re : 7 . . 7 # 
* 7 ve — . 3 a . 
BE Sia. : a : 
a | x 7 am? 5 of ; 
i) $ ¥ A 3 as a i 
: P ee eM so beam ie 
si a ae aa st Ame ee 
x se «a md Ba Se. ‘ 2 
: aa i : 7 
. ie. a Oe = 
ber 7 ‘> =: 
£ es a * e+ 
es : Beg fi PY a 
: r Pe \ 3 ook 
i p = Tee > 
* ~ ia * ® 
=) : rk. 7: 
. : te gt 
: et on ‘ 
: rae ’ a 
2 a le - ai 
ee. a : 
2 : +e R thes A 
y BA! ia 
fy J Bea ay 
5 ft 
| Po 
is ee 
i ° 
; 
5 
| ee 
ii 
Cs | 
re (2 
e | 
a 
| ae B: 
® < _ 
7 ae 
“él 
; 
ae 
i | 
zi | | ; 
Ae 
Sere | 
ah . a a ae os s a dial ey: ale Sa a: : ae. eae rf ax ee ™ sl : 
; a ee ' 3 a a os P " fe. 5 ? oo = ‘ See a ich am : 2 — pes 
% > Vee a ee at + aw ie Sl U6 as en = > ee) ty PC ay = a ee Bae v 


NoveMBER 18, 1954 


PATHE... outstanding in FILMS 


L 


we 


Selected for the Royal Film Performance 


ADVERTISER'S WEEKLY 


‘TONIGHT IN BRITAIN 


PRODUCED BY THE PATHE DOCUMENTARY UNIT 


with the co-operation of 


THE BRITISH TRAVEL AND HOLIDAYS ASSOCIATION 


A 20 Minute Merry-Go-Round of Britain's Show Business 


Pathe's sponsored films have an exceptional 
record for cinema distribution, not only in 
Britain but on a world-wide basis. Within 
recent times, large-scale cinema distribution 
has been obtained for Pathe documentaries 
sponsored by such organisations as : 
B.O.A.C.; International Wool Secretariat; 
British Transport Commission ; Anglo lranian 
Oil Co; Orient Line; Petroleum Films Bureau, 
Lever Brothers 


Films currently in production at Pathe House 
include : 


“CHARACTERS I'VE MET’ 
British Travel and Holidays Association 


“LOOK AT BRITAIN’ 

British Travel and Holidays Association 
“MAJESTY IN THE AIR’ BO.AC 
‘TRADE WINGS’ — BOAC 


“PARSONS, GENIUS OF POWER’ 
Parson's Turbines 


“REHABILITATION OF THE BLIND’ 
Royal National Institute for the Blind 


‘| AM A CAR’ British Motor Corporation 
“EDINBURGH FESTIVAL’ Scottish Office 
‘THE SKY IS OURS’ 


Air Ministry 


‘BOATS AND BOATWORK’ = Admirall; 


ITERTAINM 
pe hh LM is il 


Recent Pathe productions include the ‘Scrap- 
book’ series; ‘Prince Philip’, an authentic film 
biography of the Duke of Edinburgh; 
“Welcome the Queen.’ 


Forthcoming subjects include ‘Scrapbook for 
1929’ and a full-length children’s film ‘The 
Stolen Airliner.’ 


Pathe is the only newsreel organisa- 
tion with a full-scale Documentary 
Unit, and the only Documentary Unit 
with an associated newsreel. 


ELEVISION | 
MMERCIALS 


Part of Pathe’s production facilities has been 
allocated for the production of TV Commer- 
cials 


These include the Pathe Studios, conveniently 
placed in Wardour Street, with their own 
Laboratories in the same building. Some of 
Pathe's international actuality filming facil- 
ities will also be made available for topical 
and sports commercials 


At the moment, Pathe Studios are being used 
by several advertising agencies for experi- 
mental filming on a per day basis. Eventually 
it will be necessary to limit studio space to 
the regular usage of three, of perhaps four, 
advertssing agencies 


Associated British-Pathe is probably the largest short-film production group in Europe, with an 


output of 250 reels a year—equal in length to 25 feature films. 


Pathe is a group of expert technicians, directors, writers, cameramen and recordists, headed by 


Howard Thomas. 


They can give perhaps the most expert and professional TV film service in 


the country because Howard Thomas's own experience ranges from advertising (formerly with 


the London Press Exchange, Pritchard Wood & Partners, and still an A.1.P.A.), through broad- 


casting, (one of the B.B.C.’s most successful producers . his ‘Brains Trust’ was the fore-runner 


of many of today’s panel programmes), to ten years of film production at Pathe 


Pathe employ no salesmen but prefer to be judged by the films they have made. Private screen- 


ings and inspection of facilities can be arranged with H. J. Field, Associated British-P athe Lid., 


133 Oxford Street, London, W.! 


(Gerrard 4314) 
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ADVERTISER'S WEEKLY 


Review of Poster Advertising 


Goodbye summer—and 4 


YEN on the hoardings, 
winter was late this year. 
Travel posters were still hang- 
ing about hopefully in late 
October, and the leaping girl in 
the bikini (“Every body needs 
milk”) risked pneumonia for 
weeks until white-sweatered 
Zoé stepped into the ring to 
raise the arm of a winning 
boxer (inevitable slogan about 
“fighting fit’). 

There is, however, a recent 
tendency for summer and winter 
to merge and some manufac- 
turers have reaped the benefit of 
this levelling-out of the seasons. 
No doubt we shall again be 
faced with hard winters, but it 
is unlikely that we shall ever 
completely recognise the old 
dividing line between summer 
and winter selling. 


wits” 


4 TOBACCO 


i gs aer-e 


STANDS FIRST AND — 
FOREMOST IN LONDON 

AND PROVINCES 
TEMPLE BAR 2468 


PRINCIPAL BRANCHES 


winter too 


By STUART LEWIS 


In certain trades, such as the 
fashion trade, this distinction is 
of course imperative and must be 
maintained at all costs; for the 
irae barometer is the barometer 
itself. 


Changing the habits 


Yet, as ice cream becomes a 
universally accepted winter dish, 
as more and more hot beverages 
are sold as cooling summer 
drinks and orange squashes are 
delivered on the doorstep on 
Christmas morning, and as all- 
the-year-round home entertain- 
ment (television of course) 
encourages all-the-year-round 
expenditure on household goods, 
there is every chance that in 


This a fine example 
of what the silk 
screen process can 
achieve in the field 
of posters. It was 
printed in 16 cellu- 
lose colours by 
Hypnocolor Ltd. 
The effect achieved 
is rather like that 
of an oil painting. 


oa Naty | ON ae Pa, 
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This poster does 
much to convey 
the impression of 
a quickly dissolved 
powder. In_ the 
opinion of Stuart 
Lewis this is an ex- 
cellent piece of art 
work, 


many trades seasonal selling 
peaks will become far less pro- 
nounced. 

The trend towards home enter- 
tainment is likely to cause keen 
competition among makers of 
branded coffees and chocolate 
drinks. Certainly in their adver- 
tising there is much enthusiastic 
talk of “taste buds” and of tiny 
particles waiting to release their 
glorious flavour. 


Excellent art work 


On the score of convenience 
Nescafé is said to “dissolve 
instantly” and Cadbury’s drink- 
— chocolate has come out with 
“Now four times quicker !” 


Apart from this news-flash 
the Cadbury poster is dis- 
tinguished for its excellent art 
work. The poster illustration 
shows the chocolate falling 
from spoon to cup in a fine 
mist and does much to convey 
the impression of a quickly 
dissolved powder. 


Another home-entertainment 
poster shows an animated TV set 
pouring a glass of VP Wine. On 
the screen are the words “Normal 
service will be resumed as soon 
as possible”. and there also 
appears the footline “—time for 
a glass of VP Wine.” 

How would a first-class Conti- 
nental designer have handled this 
simple and workable idea? First 
of all he would have treated it 
more simply. He would also 


have infused his drawing with wit 


= ) 


MANCHESTER 


BIRMINGHAM 


LEEDS 


EFFICIENT SERVICE | 


WATFORD 


or at least with charm, instead 
of giving the set a tiresomely 
waggish smile and a pair of 
realistic human arms. He might 
even have omitted the words 
altogether. 

Surely this design could have 
told the story effectively without 
the aid of all those explanatory 

@ Continued on page 482 


The influence of television as a 

home entertainment factor is 

made very clear in this wine 
poster, 


SOUTH COAST 
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POSTERS get results through their unique power of 


repetition; an average campaign offers each “reader” over a 
hundred opportunities a month of seeing your message. Mills 
& Rockleys would be pleased to discuss planned poster advertising with you. 


MILLS & ROCKLEYS LTD 


Poster Advertising Contractors - Administration: 2/ Queens Road, Coventry 
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Bernards 
Display 
Studios 


WON the ‘Display ; 
award at the 1964 
NATIONAL DISPLAY 


EXHIBITION 


for the best designed and 
constructed exhibition stand 
7 

Bernards specialise in }-Dimen- 
sional Displays and are top in ever - 
thing but price 

For ingenuity, elegance and speed 
in production on any display project 
from a figurine to an exhibition 
stand Ring CHISWICK 2821 


BERNARDS DISPLAY STUDIOS 


17 Burlington Gardens, 
London, W.4. 
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What to buy! 


to the community 


S heffields 


Poster Advertising Contractors 
since 1852 


Where to go! 
What to see! 


POSTER ADVERTISING 


provides an essential service 


Publicity House, Cornwall Street, Birmingham, 3. 


THERE ARE MANY 
LIKE IT IN 


LANCASHIRE 


POSTER COUNTY 
THE IDEAL POO ether 


TER ADVERTISING 
POS ASSOCIATION 
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ADVERTISING ~con:. 


This poster is now appearing on the “Taitler's’ permanent sites on 


London's Underground. 


Silk-screened in grey, magenta, black and 


yellow, the design was produced with a view to being easily adaptable 


to widely differing formats. 


Double crown, showcard and streamer 
versions are being used for bookstall display. 


The posters were 


designed by Maurice Rickards for the promotion department of 
Illustrated Newspapers Ltd. 


words—supported perhaps by the 
name of the product only? Or do 
I hear someone saying that tele- 
vision sets don’t drink wine? 
+ * * 
ONGRATULATIONS to the 
printers of the poster for 

Will's Bulwark tobacco. Printed 
in 16 colours, it is a fine example 
of what the silk-screen process 
can achieve. As for the design, 
I can only say that it does not 
live up to the method of repro- 
duction and that most smokers 
are surely rather tired of men in 
sou’-westers battling with seas. 

It might be argued that the 
name Bulwark calls for a naval 
treatment. Perhaps it does. But 
one should also bear in mind that 
no product name should influence 
the advertising theme unless it is 
deliberately created to strengthen 
and develop the theme. 

= * * 

N advertising, as in other 

forms of human expression, 
courage and plain speaking are 
not enough. The new poster for 
Domestos Brushless Lavatory 
Cleaner is certainly plain-spoken. 
It shows a little girl listening to 
the voice of Mother (unseen) 
saying: “It's safe now, Dear,” 
and referring, of course, to the 
Smallest Room (clearly seen). 

Now I believe that in adver- 
tising a product like this the 
story should be told without 
mincing of words. But would 
any mother in her senses suggest 
to her child that any danger was 
involved in a normal, everyday 
occurrence? She might well 
explain why she uses Domestos 
Lavatory Cleaner, if the child 
happened to be present when she 
was using it. But never would 
she utter the words of this 
poster, which might well induce 
a state of mind in the child that 
could lead to all kinds of mental 
and physical troubles. 
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In this phase of the milk drive 
the lady holds aloft a fighting 


arm, 
EARLS COURT 


ed 
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This poster is being widely used 
to draw attention to the Cycle 
and Motor Cycle Show, 
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First-class sites from 


52 


LEADING ADVERTISERS 
HAD 


POSTER CONTRACTS 


WITH 


An example of how National Solus Sites Ltd. are converting many 
sites that are ruined or bomb-damaged for first-class poster display. 


Local amenities are thereby improved and the number of good posi- She | ral ; [td 
"eal aur of Nepir vert Seek Sooke iiangh eldons It 
Perfect butling | New GPO posters} NINETY-SEVEN 
| YEARS AGO 


EXPERT SERVICE AND EXPERT ADVICE 
ACHIEVE GREAT RESULTS 


SHELDON HOUSE, QUEEN STREET, LEEDS 1 


A LICENCE FOR 4 YEAR COSTS 


| al FOR A SOUND SET. 


| 3] FOR TELEVISION & SOUND 


Ea FOR & SOUND S87 FITTED iv 
aACAR 


The new Cerebos \6-sheet poster, This four-colour poster from 
designed and produced by Alfred Frank € , Eyles & Co. features a 
Pemberton Ltd., is an example of realistic television | set and a 
the dominance which can be realistic pirate. 
obtained by using a scraper board 

treatment and the minimum of 

colour. Here the familiar Cerebos 

“poured salt” nameplate and 


aif = ae et | 5 Pi by he Ai ree 
other lettering is in white against om Manchester Poster Services Lid 4 
a red background ; the figure of ; g 272941 Bootle Street. Deansgate. ST, 
the butler is black and white, ‘<2 - > : Mavuiibetor ? “ Ate r 
while the tin is in its natural Br - age! : ' 
colours. The effect is simple and 


striking. Cerebos press adver- yk ; —— — “ 

tisements carry the same design, : 

and a 15-second film also echoes 
the same theme. 


Guide to colour "Fa =a Regular Inspection 


by Louis Cheskin, published by Mac- 
millan Co., 35s 


NYONE involved in com- iA H Careful Maintenance 
mercial design or the graphic aw se joa, ae 
arts will find this book of interest. : 100% Service Always 
The author discusses all the 
visual phases of marketing, cover- 
ing the complete sequence from * 7 
determining the selling effective- ’ . PAODINGTON 0186/7 
ness of original images and Ta tatar 
colours to art preparation, market A new “reminder” poster by Stan PADDINGTON ADVERTISING COMPANY 
testing, engraving and printing Krol for the Post Office. 37 SPRING STREET, W.2 
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All rail regions join in © 


tourist poster scheme 


T has been the practice in 
the past for British Rail- 
ways to supply a selection of 


All routes are indicated. 


| Illuminated cop | 


LETTER was received re- 

cently by the Franco-British 
Electrical Co., Ltd., addressed as 
follows : Pixieland, Franco Signs, 
SWA. It turned out that the 
writer wus the proprietor of a 
pet store in Gt. Yarmouth. 
Among the town's “Pixieland” 
illuminations he had seen a dis 
play of characters similar to the 
above and manufactured by the 
company. As a result of the 
correspondence the pet store may 
soon be carrying such illuminated 
figures to attract business. A 
number of store displays in this 
medium have already been 
carried out by Franco Signs. 


scenic posters for display on 
railway stations abroad under 
reciprocal arrangements. 


It was felt that posters pro- 
duced essentially for exhibition 
in this country were not alto- 
gether suitable, and a new pic- 
torial map poster has been de- 
signed specifically for this 
purpose. It has been printed in 
nine colours, photo-litho by 
Charles & Read, Ltd., from art- 
work by Studio Seven. 


World-wide display 


_ The poster will be displayed 
in most European countries as 
well as Australia, New Zealand, 
the United States, Canada, India, 
Pakistan, the Rhodesias and 
South Africa. Travel informa- 
tion has been overprinted on the 
bottom panel in the appropriate 
language and relevant to the 
country in which the poster will 
be exhibited. 


The briefing given to Studio 
Seven was as follows : To design 
a highly decorative and illustra- 
tive map poster to cover all 
routes of all regions of British 
Railways in a contemporary 
style, 


_ The Studio Seven people were 
given a completely free hand. 


It was realised that the first 
consideration was to please all 
the regions—a large field of 
criticism. The poster was to be 
displayed in practically every 
country this side of the Iron 
Curtain, and therefore it had to 
hold its own alongside the best 
poster designs in the US and on 
the Continent without letting 
Britain down. 


A rough was produced and 
sent round to all regions for 
approval. This design was subse- 
quently passed and the first task 
in making the finished poster 
was to draw an accurate map of 
all the main routes of British 
Railways in England, Scotland 
and Wales. This included well 
over 50 feature sketches of the 
better-known places and about 
200 place names, sea-routes to 
the islands, Continent and 
Ireland. 


Arranging amendments 
Photo copies were made of this 
map and sent to all regions for 
their accuracy check. When the 


amendments arrived back, the 
headaches started. 


They were, however, overcome. 
The sketches round the frame of 
the map were carefully thought 
out to indicate the industry of 
that section of the United 
Kingdom. 

This was certainly no one-man 
job, and Studio Seven claim it to 
be a “perfect example of team 
work.” 
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These can hardly fail to brighten the station—two of the new pictorial 
style posters which have been issued by the Southern Railway. 


New style resort poster 
introduced by SR. 


Appealing scenes of the countryside and a novel approach to 
resort presentation characterise four new railway posters. 


OUR attractive pictorial 

double royal posters from 
the Southern Region of British 
Railways feature Kent, Sussex, 
Dorset and Hampshire. 


In each case the artist was 
given a free hand as to the choice 
of subject, providing that the 
particular scene was typical of 
the county concerned. The 
originals were painted in full 
colour in oils, Kent and Sussex 
by Claude Buckle and Hamp- 
shire and Dorset by Alan Dur- 
man. 


These posters have been repro- 
duced in seven-colour photo-litho 
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The copy set down the side of 

this “fashion style” picture sets 

a fresh tone for travel posters: 

“How wonderful to get away. 

. » « Only a few days—tonger if 
. you can... .” 


by Waterlow & Sons, Ltd. and 
the captions overprinted by the 
silk screen process by Planet 
Displays Ltd, ; 


Delightful drawing 


The Jersey poster represents a 
complete breakaway from the 
usual style of resort poster com- 
bining a striking illustration and 
name block with several lines of 
persuasive copy. The delightful 
drawing was carried out in full 
colour by Alastair Michie and 
the poster reproduced in 12 
colours chromo-lithoed by the 
Baynard Press. 


75 Years Old 


We are pleased to remind our 
friends in the advertising world 
|that “‘ The Plumber & journal of 
| Heating ’’ has now reached its 
| 75th year of continuous publication, 
| and judging from the pre-eminent 
| position it holds in the trade, 
|appears to be well set for im- 
mortality ! 


Published by 


DALE REYNOLDS & CO., LTD 
32, Finsbury Square, E.C.2. 


WILLIAM W. CLELAND LTD 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C.2 HOLbern 252! 


aot : : . ss i a 
y > : ~ or " wets Pk 
“s 7 a ne at 
; i SC = _ Novemper 18, 1954 “a 
> -— = -_— 7 
i. F 
a "Slee sito bi a 
oe | Fa ~— ‘ : ae | j _ ~~ . ; 
4 ‘+ a. | ” am 
: . oe . iF 
L _-_ Af 
¥e , *Y , "4 et = ; | 
| 1 fee | 
. ew 4 «ee j 
: oe ee ee 
: 3 o ' : ty _ = i 
" oe 
= 7 ny ’ ae 
| | = : . ee 
i ij 
: 4 ‘ eS Ba 
i } is ee te 
{ ° 2 Ke he { i k = ae . é 
ie lh | a . 
3 popes 3 j - 
4 ie dlls Salen es a 
P | AL 
‘ a \ | 
NS \? 7 iP I : 
; i A 
. boetete “oe Tas = | 
ie 2 Mm PLANNED 
aS f PACKAGING 
fs 
\ a a 
* .. 5 ——$__$_$___———————— 2 
re 4 ® 
sy # ; . 


NovEMBER 18, 1954 485 ADVERTISER'S WEEKLY 


a 


There is a place for you in 


The Wool Fashion 
Promotion Council 


Every Manufacturer of women’s and 
. girls’ wool coats and suits is 
... invited to join this 


ae 
a st: 4 a ee a a as 
. a ea Bec: a ee ~ Seemed © : hgh An 
ag 
5 


collective 
promotion | 


Initiated by the British Mantle Manufacturers’ Association 
and sponsored jointly by the Trade and the International Wool 


great new © 
oe 


il | | Ni 


Secretariat, THE WOOL FASHION PROMOTION COUNCIL already has = 

in hand plans for its first co-ordinated campaign to sell more This hanging ticket, — 
: ane , - : P ting the the — 

women’s and girls’ wool coats and suits. This promotion will wast Renin Re — 

lead the 1955 Autumn retail selling season. Many manufacturers is the focal-point of the plan, = 

‘ ; , identifying YOUR products with 

are already actively supporting this great venture. But we want » ae spect = at of 

100%, participation. If you have not already received the brochure the Promotion. 

giving details of the scheme (and how you can join) write to :— 


Mr. Dennis Clive, Wool Fashion Promotion Council, c/o International Wool Secretariat, 
Dorland House, 18/20 Regent Street, London, 8.W.1. Telephone: TRAfalgar 4651 


Fon NOW-—you can’t afford to stay out! 
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ENLARGING? THAT'S HIS BUSINESS 


WHETHER the remarkable growth 
of the Newbold Wells Company is 
due to the fact that it specialises in 
enlargements, I don't know. But I 
do know that 
when J. P. 
Wells, its man- 
aging director 
and sole pro- 
prietor,found- 
ed it in Ted- 
dington four 
yearsago(with 
a bathroom as 


capital was £5. 

Now the assets 

are £24,000 ; 

there is a staff 

of 15; and 

since the firm 

moved to London in March, 1952, 
the turnover has increased 45 times. 
Newbold Wells do photography, 
photo-printing, silk screen printing, 
typography and a great deal of giant 
enlarging. The biggest enlargement 
they have achieved so far is 40 ft. 
by 30 ft. Their clients include 95 
agencies, about a dozen display 
firms, and various display designers ; 
and you would be surprised to know 
how many famous brands use their 
work for poster or exhibition pur- 
poses. 


Mr. Wells was formerly with 
Carlton Artists. Aged 36, he be- 
lieves that in his line of country speed 
is almost as important as quality. 
He is now busily engaged in evolving 
a special evening rush service as an 
extra help to agents, and is even 
equipping his vans with short-wave 
radio sets so that they can go 
straight to a new job without wast- 
ing time by returning to his office ! 


House-hunting 
in Dublin 

Tue newly-appointed director of 
the United States Information Ser- 

vice in Ireland, Everett G. C 
man, has arrived in Dublin to take 
over from Garland Routt, who re- 
turns to Washington. Mr. Chap- 
man graduated at the Occidental 
University, California, and served 
with the US Foreign Service in 
Germany for some years, becoming 
chief of the Exchange of Persons 
Branch in Western Germany. Sub- 
sequently he returned to Washing- 
ton for a period with the Informa- 
tion and Public Affairs Division 
before being appointed to Ireland. 
Mr. Chapman has been house- 
hunting in preparation for the 
arrival of his wife and _ three 
children, who are due to join him 

from their home in California. 


a gtoup of nine 
influential newspapers 
AB.C. Weekly Net Sales 


118, 


989 


At the “Lilliput’’ party a group of guests watches Goons Brown, the archer, 
in his darts-versus-arrows match against an uns 


een challenger. L. to r.: 


S. J. Stephens (Nelson Advertising), C. Carpenter (T. Booth Waddicor), 


D. Fitzgerald (Hulton Press), all 


Graham (‘‘Lilliput’’ cartoonist), R. 


Shearman (Mather & Crowther), 


almer and George Tringham (Ff. C. 


Pritchard, Wood, & Partners), George Galloway (Hulton Press), “ Lilliput’ 

irl, 8. Seltzer (A. N. Holden), Brian Castle (D. H. Brocklesbury), Gordon 

(S. C. Peacock), W. F. MeAlister (Haig-McAlister). Starke 
(“Lilliput’’ cartoonist). 


‘New’ journal 
screened 


QUITE whom I should praise for 
the Lilliput party at the Savoy the 
other evening I don't know, so I 
hereby impartially applaud George 
Cooper, Hulton’s controller of 
advertising ; Jack Hargreaves, editor 
of Lilliput; and Jack Blanche, 
advertisement manager. The idea 
of having a film strip projected to 
illustrate the various features of the 
magazine in its new form, was 
really something new in the way of 
ublicity—particularly when Mr. 
Jargreaves, who compéred the film, 
introduced many of the subjects or 
authors of the features in person. 
They included an archer. a peregrine 
falcon, a hypnotised golfer, a boat 
built in the Lilliput office. a re- 
formed burglar, some noted car- 
toonists, and one pretty girl. 

The audience of advertising man- 
agers and agents enjoyed it all very 
much. 


Boxing memories 


THE article in Apverriser’s 
Weexty (October 21 issue) describ- 
ing the boxing contests organised by 
J. Lyons & Co., Ltd., assisted by 
their public relations department 
under Mark Quin, has brought forth 
the following interesting letter from 
H. Hobdell, advertising manager of 
British Paints Ltd., Newcastle-on- 
Tyne: 

“Your reference to Lyon’s public 
relations activities in the field of 
amateur boxing prompts me to 
point out that while the PR angle is 
new, boxing clubs run by business 
houses affiliated to the ABA are not. 
As & young man I was a member o! 
the Daimler Boxing Club and I well 
remember contests in which I took 
part in the 20s between that com- 
pany’s representatives and those of 
General Motors, at the Hyde, 
Hendon. Many contests were also 
held under the auspices of the 
London Business Houses Sports 
Association, and inter-works con- 
tests were held between teams from 
London and Birmingham, to men- 
tion but two places. 

“Your reference to the National 
Sporting Club reminds me of 
another well-known place at which 
I had the pleasure taking, and I 
hope giving, punishment, namely the 
Stadium Club in Eagle Street, High 
Holborn, known to an older genera- 


tion as the Holborn Stadium, where 
at one time top line professional 
bouts took place. The Stadium Club 
put on many excellent amateur con- 
tests, and the gallery was reserved 
for club members who dined during 
the contests. London in those days 
was alive with amateur boxing clu 
and almost every district was repre- 
sented. My good wishes go with 
Mark Quin and his company in 
their endeavours.” : 

* * * 


@NE man who has reason to 
remember with gratitude the hel 

fulness of the late Roy Clark, 
advertisement director of the Star, 
is Will Samuel, the publisher and 
advertising contractor. He still has 
a card on which Mr. Clark, then 
advertisement manager of Apver- 
TISER’S WeeEKLY, wrote: “I think 
this man can sell space, if you want 
anyone.” It was on the strength 
of this that Philip Emanusel, of 
Odhams, gave a job to Mr Samue! 
and launched him on a career in 
London. 

* * 


W HICH journal has changed its 
name most often? A pretty good 
claim. I imagine. could be made by 
The Dyer, Textile Bleacher, Bleacher 
and Finisher. . T. Traynor, public 
relations and publicity officer of 
National Trade Press, has sent me a 
copy of the 75th anniversary num- 
ber, which records the fact that in 
three-quarters of a century the 
journal has had no fewer than six 


different titles ! 
CONTACT 
WEEK'S WISECRACK 


~n 


“The War Office have 
turned down the suggested 
recruiting campaign slogan 
‘There is no substitute for 
bull’.” 
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They're light. They ‘“ This one opens up into b 
pack flat. A Rep. can prefabricated shape in 
carry lots in his car ‘\ x three easy movements. 
Corrugated Board Self-Service 
units are creating a revolution 
in merchandising technique. 
Easily transportable, light yet 
strong, they occupy a minimum 
of floor space and are popular 


with retailers. MAKES f 
EXTRA SALES 


hese are a ‘must’! 


The costs will stagger you! 


For even on small runs they're 


unbelievably cheap. Do ’phone ty Fill tray with your 


packs — and there 


e ° . you are! 
us Or write us or wire us or 


walk right in on us—anything 
you like so long as you're 
among the early birds to hear 
full particulars of our wide 
range of these astonishingly 
successful salesmakers. 


JUST A FEW MORE EXAMPLES FROM THE RANGE OF DESIGNS 


NOL Oo 


Leon Goodman Displays ...... 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON WI PHONE EUSTON 535) 
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Full colour pages for Rael-Brook 
spring range of shirts 


Legget Nicholson 
signed for Val-Pak 


been booked in women's 
| Zines and in the national 
| and Sundays in the UK and in 
= a 


Selfridges’ tie-up 
with branded goods 


A whole-page advertisement in the 
London Evening Standard \ast week 
featured Selfridges of Oxford Street, 
in conjunction with fifteen well- 
known branded goods advertise- 


The advertisement, which is 
believed to be the first of this type 
with which Selfridges have been 
connected, was headed by the words 
“Selfridges are proud to be asso- 
ciated with these famous names.” 


Further copy explained that all the 
names of t roducts featured were 
famous for ir quality and that 


these, and ha others, were obtain- 
abe | at Selfridges. 

he advertisement was placed by 
Selfridges’ advertising eo in 
conjunction with some of the agents 
for the branded goods featured. 


a 
4 Weiler, Pe ws _ 


Racl-Brook’s new 
caiste ot Be Ses rare 
rgest rt promotion campai 
— pinanes. A ~y' 8 - 


range of shirts was 
eid at id at the Cate 5 Cats Moves last week. 


a. = oo ad bX 

ing vertisi 

licity for Rael-Brook, have started 

the promotion scheme, using the 

—_— = eee. This will be followed 
in the Star and 


Louies a ard and large spaces 
in the Evening News later his 
month, 


The main campaign is scheduled 
to start early next — when half- 
ges in the Daily ress have been 
poked for May and June. Whole 
ges in colour will appear in popu- 
r magazines, and at the same time 
large spaces in the London evening 
posse will be used. Spaces have also 
n taken in provincial newspapers 

to —_— ye coven. 

newly igned  shirt-stand 
tion cards, .. ow pelmets and 
other display material will be avail- 

able for retailers. 


Davis Gelatine ads 


feature recipe 


Davis Gelatine Christmas adver- 
tisements are featuring a recipe for 
Turkish Delight. Advertisements 
will appear in women’s and monthly 
magazines. _— are Saward 
Baker & & Co., Ltd, 


a, 
ek Saas 


Ps 


7 For up to the minute — 
_ information..... 


= 


f You can’t work for your media as Player's 
i do without having at your finger-tips the 

answers to pretty well everything that’s 
; likely to be asked, 
our media, their readers, local views and 


| problems. 
tal 


We know intimately 


If ever you're in doubt, ring us 


i —we'll be delighted to help. 


&.W. PLAYER LTD, 30, PLeerT STREET, LONDON, E.C.4. 


Ask PLAYERS 


The London Office for some of the 


best media in the Country. 


. 
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One o the posters for the suinat- 
y's Own Exhibi 


‘Vogue’ displays 
sells stockings 


The recently-introduced Ballito 
fashion - keyed nylons — with 
coloured bands for easy identi- 
fication—are being featured in a 
special promotion by Vogue. 

Stores throughout the country 
have devoted their windows to 
Ballito displays, many using a 
special display piece and show- 
card prepared by Vogue. 

“As seen in Vogue’ showcards 
reproducing a double page spread 
in colour are being supplied. 
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Poster, press ads 
_. ies exhibition 
year's ign for the 
Schoolboys Own 1 Ex ibition will be 
using 4 in. doubles in national 
dailies and Sundays, the London 
evening press and suburban news- 
popers, and a whole-page in Hobbies 
eekly. 
Double crown posters will be 
ring on London and suburban 
rat way stations, and on London 
underground stations. The exhibi- 
tion will also be advertised on buses 
in the London area. 
A smaller poster giving details of 
the competitions to be organised at 
the exhibition is being circulated to 


schools t ut the country. 
oe ae ae’ Witiee’s Press Service 


New agents for 
Scotch Boy Tape 
Masius & Fer, Ltd. have 

appointed the Minnesota 

ae and Manufacturing Com- 

td. to handle advertising for 

ork Boy Tape, Masking Tape 
and Scotchlight. 

Scotch Boy Tape is widely known 
and adverticed pe SA as Scotch 
Ta It was the first cellulose 
ad sive tape to be marketed in the 


USA and is the top selling brand 
there. 


Bus ticket campaign 


for Procea products 


Procea Products, Ltd., have con- 
tracted with Frank Mason & Co. 
Ltd., for advertising to be carried 
on the back of fifteeen million bus 
tickets in London and the Provinces. 
Dorland Advertising Lid. are the 
agents. 


CURRENT ADVERTISING AT A GLANCE 


Accounts 
KENETTA  fashionwear, using 
— Ea press ane women’s jour- 
and ANTERBURY 


FROZEN MEAT Co. for S.V. 
Court Advertising Ltd. 

AIDA FOSTER THEATRICAL 
SCHOOL, PR account for Freddie 
Ross, Press & Publicity. 

VICTOR CRICHTON LTD, jewel- 
lers and silversmiths, TALLON 
LTD., ballpoint and fountain pens, 
MASCOTTE MODELS LTD. 
wholesale fashion house, for 
David Macaulay Podect ry: Bony Ltd. 

SCOTCH BOY TAPE, MAS 
TAPE & SCOTCHLIGHT, ans 
by Minnesota Mining & Manu- 
facturing Co. Lid., for Masius & 
Fereusson Ltd. 

MACAULAY BATTERIES LTD., 
for C. P. Wakefield Ltd. 

RUSSEL NEWBERY & CO. LTD, 
diesel engines for Pratt & Co. 
(Advertising) Ltd. Shipping jour- 

VALPAK cream facepack 

cream ‘or 
Legget Nicholson & Partners Lid. 
Using women’s magazines, 
national dailies and Sundays in 
UK and Eire. 

WHITEHEAD INDUSTRIAL 
TRUST LTD. for Austen-Johnson 
Advertising Lid. 


Campaigns 


TURQUOISE drawin 7 iy using 


technical journals ward Baker 
& Co. Ltd.). 
ZUBES cough pastilles usi 


national dailies and Sundays a 

trade press for winter campaign 

(Mather & Crowther Ltd.). 
VINCENT motor cycles using 


motor gp press to introduce 
new range of eats ns 
motor cycles (City & 
Advertising Ltd.). 

RAEL-BROOK using large spaces 
in national and London evening 
=. and half-pages in Daily 

xpress next year (Lucien Pro- 

- ductions . 

SCHOOLBOY’S OWN EXHIBI- 
TION using national dailies and 
pare London ym g press, 
suburban newspapers ters 
(Willings Press Service nd 

VAPEX medicated rub, 
national dailies and sundae 
re gee and trade press (Intam 


BRITVIC LTD., fruit juices using 
national dailies, pro- 
vincials and trade to 
announce new lar 
Thomas Co. Ltd.). 

WATERMAN ’S pens using London 
and provincial ess, 
magazines and trade press (C. D. 
Notley Advertisin; 

DAVIS GELATINE using women's 
magazines and trade press (Saward 
Baker & Co. Ltd.). 

ADREMA LTD. (Bradma address. 
ing machines and business systems) 
using national, provincial and 

press for 1955 campaign 
(G. S. Gerrard Ltd.). 
eee SPRAYER CO. LTD. 
ng wholepages in ith- 
field” show numbers farmi 
— (Pratt & Co. (Advertising 
td.). 


POWLES HUNT & SONS LTD. 
using whole-pages in two colours 
in laundry press for 1955 range 
of starches (Pratt & Co. (Adver- 
tising) Ltd.). 
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A panel of judges, headed by ANNA NEAGLE, 
has chosen the HEIRESS ‘‘ Girl of the Year "’ 
and five runners-up. The magnificent response 
to this national contest again demonstrates the 
ever-increasing popularity of HEIRESS among 
the modern young women of Britain. 


Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS LTD. 
4 Bouverie Street, London, E.C.4. 
Telephone: Central 1732-3 


HEIRESS 


The Magazine for the Bride-to-be 


>. . 7 iit taatieaig (oI ‘ Y : 
- . Saat a 
d 4 
om 
| NoveMper 18, 1954 489 ADVERTISER'S WEEKLY = 
: : “- 
; : A ; ji: ae f= a qi 
‘ e. i © rr i 
=. Pos ES 4 a oe Pe 
Pe a | nee es 4 
! 2 : eee , 
‘ : sash ‘ j 5.3 es gs ui £ ‘ ng 
; 4 a 4 . 
5 a Ny 7" . e te 
} 7 ; fe : 
‘ 4 4 > i ) ‘ . 
r | ¥ 
: ‘ oie B a 
to é iv w. ke ae : 
| . a. SM Coe j 
: Z —— 0Cl ES sk = ! g 
; : ».§ ' A J e . ww 
4 ; a 3 oe 
ts _ 7 : s »” >. a 
. — § a ’ ‘ —_ y 
; , q ee. Pd “ a 
7 : \\\ he ‘ Ry ee a 
“d a ~\ VAY a —. q 
‘ ae \\ eee K 7 
: : ; ‘ \ \ ; ye . A , 7 
a * é q 
- . - er é “ } ia 
; en 7) Ze | | a 
3 : 4 i .. € } Lt ei oe to ' Ses 
C By ss are a -S 
’ f ®) ; ee ~ iad 
i a — : . 
.- 2 2 . J 
os F OF ie 
& Ag ~) L 
ORES. : ; c 
| " ‘ : “ ha 
oa 7 
“a = - 
£C%. bis. J 
= . 
on A 
ss ‘“ E 
: i a 
} a 
7 
7 Be 4 if 4 un 
r Y Riess oh 7 ie a 
=f qs 7 leek, f Pei 
Me : we — Pf e 7 i 
2 hy he _ i 
; 4 m he ie : y “ m . 
ey, a BY: 
f : > ~>. I he 9 + 
\ % Ly | : | ial i 
ae 7 - 
¥ e E ag Bk x id P 
} ower oO, a 2a. + aa ' » 
; . or re b* ; 4 ™ 
{ er . * ~ a i . M : ; : 7 
Wie) See {i —_, . & 
aimee OU EO be ’ 1 
; ih sie 2 Mg pe Tm: ~ a ¥ ; Be 
wie. j a ee” ae ee ee f a 
~ Pena 7 he , Be. id. “® re q 
ia See me 4 “ys 7 
- ‘al —_ "  ~ — ei owe 4 ee erer Z ‘ ie — | a 
t * : aoe e a: ” ; 3 
‘be , a T,. ee” on : = 4 7 
i eo ~ ie 4 A E 
g oes es ~ ' t f \ ce 
| . — | —— : | 
P ae ™ a 3 
Hy ae ’ ie Ne Ba wee me : 7 4 
ee OE ing 
‘ad 
X - 
i e. 
ae me: ‘ ee - Zs big: |. 
ye a Sa salts Pea a. ae ae: ee "Ges: ae a) i ne —T) 0 a Oo 


ne \s 


ADVERTISER'S WEEKLY 


Full colour for 
‘Picturegoer’ 


Full colour is being used in 
this week for the first 
time since the periadical switched 
from litho to gravure several years 
before the war. The special 48-page 
issue to mark the Royal Film Per- 
formance has its cover and seven 
other pages, including four adver- 
tisements, in full colour. The 
normal page rate of £350 was in- 
creased to £500 for the extra 
colours. It is intended to use full 
colour for rene Sones only. 
> ” 


The News Chronicle will use 
classified advertisements and posters 
in London and provincial stations 
to publicise its “Happy Christmas” 
competition. in which competitors 
will be asked to list the factors 
necessary to a happy life. 

7 * 


The 100-page Christmas issue of 
Parents carries more than six pages 
of publishers’ Christmas book 
advertising, representing seventeen 
advertisers. With over forty pages 
of advertisements, the issue closes 
the. year with an increase of nearly 
20 per cent advertising carried 
above 1953. Net sale of Parents 
is expected to show an advance of 
over 30 per cent. 

+o * + 

Woman and Shopping December 
issue will be a special Christmas 
+ hema number with eight pages of 

as. 


of Management in 
Industry. Based on a recent ques- 
tionnaire, the folder analyses the 
status and interests of the journal's 
subscribers who now number more 
than 13.300 a month (ABC). Of 
this total 96 per cent go to annual 
paid-in-advance subscribers. and 91 
per cent of these are top executives 
in industty and commerce. 
* * oJ 
Current issue of The Ambassador 
includes an extensive survey of 
British cotton fashions and fabrics 
for 1955. Also in this issue. which 
exceeds 200 pages. is an article on 
the Lancashire scene. 
* * + 
Net sale of the Daily Express in 
October was 4,120,135 copies a day. 


Savile Row suit 


A Savile Row suit and accessories 
will be offered in a competition in 
the winter issue of Man About 
Town, published by Tailor and 
Cutter, to be published on Friday, 
November 26. It will be advertised 
in class national and provincial 
newspapers and magazines. 

* * . 

Rates for the ma 
the New York 
increased by 10 cents per line mono- 
tone and 15 cents a line colour. 

* 7 * 

Sixteen advertisers took space in 
the eight-page Motor Cycle and 
Cycle Sketch, published by the 
Daily Sketch on Saturday. 


zine section of 
imes are being 


expense. 


Display Sites. 


PYTRAM OF NEW MALDEN 


DISPLAY MODEL MAKERS IN PAPIER MACHE 
RUBBER COMPOUNDS AND PYTRAVAC 


* Point-of-Sale Displays designed for your exclusive 
use. Interpreted in whimsical, realistic or stylized 
manner, at competitive prices for the quality in 
keeping with the standard of your products. 


% Vacuum formed plastic reliefs, plaques and show- 


cards are now part of our general display service. 
Consult us at the design stage and save unnecessary 


%* Creative Displays of all types, miniature, life-size 
and over life-size, for Exhibitions and Special 

Three-dimensional poster models 
and outdoor displays in general. 

*% Animated Models for compelling attraction or 
demonstration purposes. 
taken to ensure trouble-free displays for con- 
tinuous use over long periods. 


Write for illustrated leaflet 


PYTRAM LIMITED 


DUNBAR ROAD, NEW MALDEN, SURREY 
Tel.: MALden 3225/7 


Special precautions are 


This new Country Life promotion 
folder claims that 78 per cent of the 
total readership of 580,000 are 
householders or housewives, provid- 
ing a big market for furnishing, 
domestic equipment and household 
accessories. 15,000 properties and 
estates are advertised in this journal 
every year. 


Seventy ideas for Christmas par- 
ties will be given in an eight-page 


supplement to be published with 
J Bull next week. 
* ” * 
IMustrated of December 1 will 
include an eight-page Christmas 
coms book giving favourite songs 
of famous stars. 


Churchill souvenir 


The Daily Mail is to produce a 
48-page pictorial souvenir contain- 
ing over 250 photographs to cele- 
brate the 80th birthday of Sir 
Winston Churchill on November 30. 
Printed throughout in photogravure, 
it will measure 154 in. by 12 in. No 
advertisements will be carried in the 
souvenir, which will sell at 2s. 

* * » 

Joshua B. Powers Ltd. have taken 
over the representation of Engen- 
haria, Mineracao e Metalurgia, an 
engineering magazine published in 
Rio de Janeiro, Brazil, and The 
Bajan, a monthly general interest 
magazine published in Barbados. 

* - * 

A sixty-page Christmas issue of 
Woman to be published on Decem- 
ber 16 will include several holiday 


features. 
Party plan 


December issue of Mother will 
include a detachable supplement 
giving a complete plan for a 
children’s party, Christmas cake 
recipes and ideas for decorations. 

. * * 

The November issue of Wood- 
working Industry contains a special 
directory feature of suppliers to 
the trade of over 17 pages. The 
total number of pages in this issue 
is 96, 

” 


> * 

A Practices! Mechanics promotion 
folder, carrying « copy o/ the 
journal in a “pocket,” claims that 
with an audited net sale to over 
85,000 to mechanically minded 
readers of all ages, the cost per page 
per 1,000 is 14s. Id. 

. . + 

The Daily Mirror has published a 
brochure, The Daily Mirror Spot- 
light on Justice, price 34., which 
investigates the congestion of the 
High Court, aid, and 
Magistrates’ courts. 


The current Reynolds News series 
on marriage by Abigail Lewis, West 
nd marriage consultant, was 
arranged by John Hurd & Co., who 
handle all public relations and 
editorial publicity for Abigail Lewis. 
* * * 

The British Thompson-Houston 
Co., Ltd., opened their new Mazda 
lamp and lighting showroom at 
Crown House, Aldwych, London, 
last Thursday, with an exhibition of 
“Lighting Through the Ages.” 

* * * 


First issue of the Peterborough 
Diese! Echo, a house journal pro- 
duced for over 5.000 employees of 
F. Perkins Ltd., diesel engine manu- 
facturers, of Peterborough, was pub- 
lished last week. 


PR by photo 


London News Agency photo- 
graphs of Royal Worcester china 
taken to illustrate a booklet pro- 
duced by Gavin Starey for the 
Worcester Royal Porcelain Co., 

are exhibited in the LNA 
showrooms in Fleet Street. 
* . * 


Sporting Record has opened its 
ninth national ballot for the 
“Sportsman of the Year.” 

” os 


* 


Press Alliance will be handling 
representation in London and Man- 
chester for the Western Telegraph, 
Haverford West, as from Decem- 
ber 15. 

* 7 - 

Miss N. E. Harris, managing 
director of Sommerville & Milne, 
recently addressed the Women’s 
Business Club of Dunoon, Argyll- 
shire, on “The Place of Women in 
Modern Advertising.” 


PR by film 
A programme of public relations 
films was shown for members and 
friends in the North Thames Gas 
Board Demonstration Theatre, in 
Edgware Road, London, yesterday 
(Wednesday) evening. The films 
were introduced by Leslie Hardern, 
PRO for the North Thames Gas 
Board and chairman of the In- 
stitute’s membership committee. 
* * * 


Because of increasing business on 
the display side the Birmingham 
company of Regional Publications 
Lid. have changed their name to 
Regional Publications and Display 
Lid. Managing director is C. 
Etheridge and S. J. S. Herbert is a 
director. 

- * 

Dale Reynolds Publicity have been 
appointed press relations officers for 
the British Instrument Industries’ 
Exhibition which will be held at 
et Court from June 28 to July 9, 
1955. 


* * * 


Public relations and press officer 
for the 1955 Stationery and Book 
Trades Fair is Peter Collins. The 
Fair is organised by the National 
Newsagent and will be held at the 
New Horticultural Hall from 
February 28 to March 4. 


: , ee 490 Novemper 18, 1954 1 
‘a 3 
Publications News and Notes : @€ RCAF | 
a “This is Your Market” is the title ag 2 & eh London County Council, to pub- bs 
Fs of an eight-page, two-colour pro- 2 Fiscy licise its plans for the decentralisa- . 
eye motion folder issued by Business, a tion of industry, has again arranged 
ams ; COLVIRY LIFE to rent an information stand at the 
Mn / L hi a jew British anduntetes Pale. A . 
mi. " ) marke for ' 
2 a quality 
4 Se domestic as 
= a yrds me 
ss * ae L 
i < 
hh i 
5 La 
a ae sh 
¥ ie 
} — 
ee _ 
| — ae | 
‘ ere . a Re >, a SE Oo a CA ea er eee SSE a ae 
a a am om ei aS ee. re oe” een a ae) pa a 


NOVEMBER 18, 1954 ADVERTISER'S WEEKLY 


here 


APY 
PIAS 


— bj, 


“t i 


ES 
ee ME She 
BS Ge ur oo TAG 


try Pots 
eer} free ls ry nk: x 


= 
nda) 


ty 
iT 


aol & 


os 
+ 


wat 


& 
%, 
% 


November racist P. 


Por 


es 


+ + : " - 
2 Three Het 
* ret Le »! 
1 te me heh S+int 


ARTHUR 
KNIGHT’S 
move 


J 


MR GRGRRRRES! 


iil 


24 Gilbert St., wa 4 


We apologise for these moves—it’s our 
Telephone : : MAYfair 9376 %, third in five years—but we really do need 


the extra space. We've taken a Mayfair 

house and you'll find 24 Gilbert Street is a 
very handy spot. Westward from Bond Street 
Tube along Oxford Street, it’s the first left-—3 
minutes. From the North East corner of 
Grosvenor Square, it’s a couple of minutes via 
Brook Street. 


ARTHUR KNIGHT CO. trp. 
advertising 


Directors: G. P. BACON, J. BE. DOWLING, J.A. MAJOR Est. 1920 
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Pictured at the Glasgow Publicity Club luncheon are (left to right) 


vice-president F. C. Dench, guest speaker Denis 


t, information officer 


of the Advertising Association. president James Hastings, past-president W. 
amilton and secretary Douglas Wilkie. 


Glasgow 


Clubs’ sub-committees could back 
AA’s PR campaign, says Last 


The Ra gy F the clubs can 
play, in the Advertising Associa- 
tion’s campaign to “advertise 
advertising” was stressed by Denis 
st, Advertising fanesenen in- 
formation officer, when he ke at 
@ luncheon meeting of the Publicit 
Club of Glasgow. He suggest 
they should form a sub-committee 
which would get together as a panel, 
offer speakers in appropriate places 
and do the other necessary work. 
Mr. Last linked the problems of 
“advertising advertising’ and con- 
vincing the world that Britain was 
very far from being a dying nation. 
We had to counter t fallacies 
about Britain not only by what we 
sold but by what we said. 
Referring to Mr. Butler's state- 
ment that the standard of livi 
could be doubled in the next 
years he said that productivity 
increase, improvement in iivi 
standards, would only continue 
demand proceeded production. 
“You can't expect the machine 
age to deliver the goods unless you 
+ ge demand. aye my | 
enormous t to iy in 
doing that,” he aT te 
“This is obvious to us, but it is 
not obvious to a large number of 
people, They are not hostile to 
advertising. They buy what is adver- 
tised, but if you a re | educated 
man or woman they 1 tell you 
something sour about advertising.” 
He criticised certain text books 
in schools and universities 
which damned advertising. 
Anowsting a suggestion that a 
Chair of Advertising at Camb: 
University was what was nee 
Mr. Last said that until they had 
convinced the public that the adver- 
. Z was as importamt a 
r of society as the doctor, 
accountant, engineer or anybody 
t | not overcome 
academic prejudice against such a 


£30—more to come 


A tombola evening at the 
Advertising Club on Friday ra 

£29 17s., which will go towards 
provigies a Christmas treat for 40 

ABS eal ry a visit » 


ye | ills —-— eal 
tea and 

Sertrem Mills Mills are idi a 
Christmas tree and ing for the 
Club bar and dining room, where 
further donations to treat can be 


Club News 


Nottingham 
Importance of 


point of sale 


Point-of-sale material should sum 
up all of the campaign which has 
gone before, said Miss F. M. David- 
son, advertising manager of Tennat 
Bros., the S Id brewers, when 
she spoke at a luncheon meeting of 
the Publicity Club of Nottingham. 

She said: “The important moment 
of any advertising campaign is not 

moment when the reader puts 
down his paper and says, “That's 
what I want.’ important 
moment is when the customer walks 
up to the counter and puts his hand 
in =! pocket for his money. It is 
at this moment campaign 
yr can deliver the are See 

one which 


Oxford 
Advertising ‘keeps 
up high standards’ 


—- ing at the Advertising Club 
of ford, Charles Hallas, director 
of Lintas +» Said that advertisi 
imposed its own guarantees 
integrity and ensured good quality, 
for no advertiser could for long 
maintain low quality standards. 

Good advertising he defined as 
aiming at informing and assisting 
the public to buy qo go pro- 
a. taste, and ng it 

or the ae to accept 

poo odd on its merits. 


Southampton 


Novemser 18, 1954 


Co-operative advertising must be 
supported ‘to the limit’ 


Co-operative advertising can 
create markets, maintain markets, 
stimulate general interest and 
demand, and can do much to 
stabilise business and to “iron 
out” the slack periods, R. B. 
Smallpage, general (erm 
manager of Kemsley Newspa 
told the annual conference o he 
London and Home Counties 
District of the Institution of 
British Launderers at Worthing. 

He said: “To derive the full 
benefit from co-operative adver- 
tising, it should be supported and 
backed to the limit by the direct 
announcements of individual 
firms in the trade, so that the 
public know where to buy and 
what individual services are 
available.” : 

The prime factor in the 
launderers’ market was the 
attitude of the housewife towards 
washing, he said. Most women 
regarded the necessity of washday 
as sheer drudgery. 


Co-operative laundry campai 
should tell the housewife t 
laundries can save her efforts in 
the weekly wash and leave her 
free for more attractive pursuits. 

Referring to the localised cam- 
paigns being run by a number of 
sections of the industry through- 
— , country Mr. ——- 
said they were proving distinctly 
beneficial. 


Nativity posters 


Some 4,000 16-sheet Nativity 
posters are again being exhibited 
on sites owned by contractor 
members of the British and 
London Poster Advertisin, 
Associations. The posters, whi 
are paid for by collections in 
Roman Catholic churches and 
schools, are dispatched to con- 
tractors on request by Wide 
Publicity, Ltd. 


Champion motor ¢ ng Geoff Duke was 


given on Tuesday 


y the director and staff of tf 


honour at a luncheon 
“Motor Cycle.” He 


was afterwards presented with the first copy of the 220-page Show Report 


—the biggest post-war issue—to come off the 


Wallis, c 
Duke. Also 
manager, W. 


press. Above, Claude W. 


vertisement 
y Louis, 


airman of Associated Iliffe Press, presents the copy to Geoff 
panes are (left to right) F. W. Hullett, adh 
hompson, northern advertisement manager, 


editor, and George Wilson, assistant editor. 


» Nevember 19 
PUBLICITY CLUB OF GLASGOW 
luncheon meeting. V. M. Crosse 
on “The Romantic History of 
Crosse and Blackwell.” G 


ADVERTISING DIARY 


vertising 
Education Centre, Belvoir Street, 
7 p.m. 


Restaurant. 12.55 p.m. 

Saturday, November 20 
REGENT ADVERTISING CLUB coach 
trip to The Hovel, _ 
Moaday, vember 22 
BRISTOL AND WEST PUBLICITY CLUB 
lecture. F. E. Tucker on “Media 
~~ ie of Sale and 
Radio,’ Carwardines, Baldwin 
Street. 6.30 p.m. 


YOUNG AD MEN NEED WIDE QUTLOOK 


The young advertising man needs 
a kno ige of the world in general 
and an outlook a littl wider than 
that of the pursuit of his own pro- 
fessional business, said G. P. Simon, 
general manager ‘of the Daily Tele- 
gare at a meeting of Southampton 

—s Club, 


wondered, sometimes, how 
oak the advertising man had 
become a person in a “watertight” 
compartment, and to what extent he 
had Secome technical and research- 


Of young people going into the 
advertising business as a career, 
Mr. Simon said a knowledge of 
their particular job was of premier 
importance. Secondly, they needed 
an outlook on industry as a whole; 
and, thirdly —“something which 


should come first”—a knowledge of 


ag as world. 
should follow the went « 
inoue t and public opinion and 
ble to coaees conversations on "s 
variety of subjects. 


onal ADVERTISING CLUB lecture. 
Hans Schieger on ‘‘Poster Design. 

6.30 p.m. at the club 

INSTITUTE — OF PUBLIC RELATIONS 


meeting R. Wood on “ 
Advertising.”” Bell Inn. 7.30 p.m. 
I. P.A. lecture. W. ler on 


H,. Ps 
“Mechanical Production.”’ 44, Bel- 
grave Square, London. 6. 0 p.m. 
ADVERTISING ASSOCIATION anual 
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Tuesday, November 23 
ae PUBLICITY CLUB OF LEICESTER lecture. 
‘ é, i. 
: i a | 
. study session . ace on 
¥ ; Journalist and the PRO.” Ford + 
s Showrooms, W.1. 6.30 p.m. 
; Wednesday, November 24 
. ‘ ir. PUBLICITY CLUB OF NOTTINGHAM 
* ‘ meeting 1 Bell Yard Ann 
“te dinner and dance of the association, 
ae Dorchester Hotel. 
4 Thersday, November 25 
Se SOCIETY OF TYPOGRAPHIC DESIGNERS i 
¢ i meeting. T. M. Quilliam on 
= “Yellum and a Making.”” : 
. Gu Lecture Room the Measyee 
~~ Corporation, Fetter Lane, E.C.4. 
ie 7 p.m. 
= PUBLICITY CLUB OF THE COTSWOLDS : 
re meeting. E. Turner on “‘Publicising 
3 a Holiday Resort.”’ 7.30 p.m. 
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| county weekly describes such 
| journals as “a bulwark against 


| of local honour.” 


| village and small-town events 


gS a an Ce” Rs 


The Waring & Gillow, Manchester, window which won first prize in the 
section for shops and stores employing full-time or professional display 
Staff}. 


a bulwark 


In the autumn issue of “The 
Countryman” the editor of a 


petty tyranny and a champion 


But it is axiomatic, he adds, 
that “every name sells a 
paper’ and success depends on 
accurate, impartial reports of 


with no performer's or prize- 


| winner's name omitted. 


For these he must rely on a 


| host of persons, from staff 


| 
| 
| 
reporters to village correspon- 

| dents. Then with twice as | 
| much news as will fill his | 
columns, the editor's hair | 
turns grey with the responsi- 
bility of deciding what he can 
safely leave out. | 

\ 


Circulation figures 
published monthly 


A new monthly trade journal— 
Chemical Processing—is to be 
published in Britain in collabora- 
tion with Putman Publishing Co., 
Chicago. The new publishing 
company in this country, Chemi- 
cal Processing Ltd., is headed by 
Blake Ozias. 

The publishers claim that the 
journal will go into the hands of 
management executives in some 
8,000 chemical processing plants, 
and its circulation—expected to 
be between eight and nine thou- 
sand-—will be published with 
every issue. 


Agency's third move 
in five years 


Arthur Knight Advertising Co., 
Ltd., are moving for the third 
time in five years. From to- 
morrow (Friday) their new 
premises will be in Mayfair—24, 
Gilbert Street, London, W.1. 
Need for more office space is 
the reason for the move. 


Overall standards of display in 
the second Carpet Review win- 
dow display competition held in 
conjunction with “Carpet Fort- 
night” was much higher than had 
been expected, states the judges’ 
report. 


it says that the average display 
was well above that seen in many 
other similar display competi- 
tions. 

The judges were Arthur J. 
Symes, editor of Display, Bernard 
Hopewell, of Hopewell Ltd., 
Nottingham, and G. Somers- 
Sladden, display manager of 
Bearmans Ltd., Leytonstone. 

First prize of 50 guineas for 
stores and shops employing full- 


Block making by 
electronics 


How electronics has entered 
the field of photo-engraving and 
the graphic art world, was des- 
cribed by Eric Chambers, lecturer 
in the department of printing and 
photography, Manchester College 
of Technology, in a talk to the 
North West branch of the Society 
of Diploma Members of the 
Advertising Association. 

He said that electronics would 
not eliminate orthodox methods, 
but there was room for both. In 
America, one-eighth of all repro- 
duction work—biack and white- 
was being done electronically. 

Realising that photo typesetting 
was in the offing, they had set to 
work there on the technique of 
getting line plates etched in a 
shorter space of time. They could 
now etch a line plate in 10 to 15 
minutes. 


Optical directory 

Launched this year The Optical 
Industry Directory will list more 
than 2,600 companies from all over 
the world engaged in manufacture. 
distribution, or design of optical 
products in its 1955 edition, 
scheduled for late February or early 
March. It is published by E. S. 
Tuttle, of Long Island. New York. 
a a for the directory, 
which sells at $5.00 per copy, range 
from $300 per page to $40 for a 
sixteenth page. 


 @ 
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The winning window in the second group for other stores and shops— 
H. Ponsford Lid., Sheffield. ; 


High standard ‘Carpet Fortnight’ window display contest 


time or professional display staff 
was awarded to Waring and 
Gillow Ltd., of Manchester. The 
first prize of a similar sum for 
other stores and shops went to 
H. Ponsford Ltd.\ of Sheffield. 
The Carpet Review challenge 


trophy was won by Hallett and 
Son Ltd., Weymouth, for a dis- 
play featuring a house built of 
carpets which, in the words of 
the judges “showed a sense of 
imagination, initiative and power- 
ful expression.” 


POSTER SITE—BEFORE ... AND AFTER 


Pictured above is the frontage of a 
car park in Battersea, adjoining 
Clapham Junction station. Below 
is the site after David Allen & 
Sons, Litd., had erected a bulletin 
board there. 

All the stone used for the walls and 
the tubs were salvaged from the 
site during the preparatory exca- 
vations—it was a bombed site 


before being used as a car park. 

The layout of the garden and 
masonry were carried out by the 
staff of David Allen and the board 
was built and the sign painted by 
Russell Signs Lid. 

The usual screen of decorative 
trellis beneath the panel was 
omitted to give an unobstructed 
view of the car park. 
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Sun-Up sales 
top £1 million 


Despite “the worst summer 
ever experienced by the soft 
drinks industry” the CWS report 
that the sales of their Sun-Up 
whole-orange drink, introduced 
18 months ago, has achieved an 
annual retail trade of more than 
£1 million, 

Sales in 1954 were seven times 
higher than last year. Plans for 
future advertising campaigns are 
being drawn up, followings talks 
between retail co-operative dairy 
managers, who bottle the drink, 
and Frank Churchward, CWS 
pubiicity manager. 


Enter the “Tax Devil’ 


A bowler-hatted figure with 
horns and a tail, the “Tax Devil,” 
is introduced in Are you worth 
your weight in gold? a 12-page 
booklet published by Aims of 
Industry, Ltd., and sent to several 
hundred industrialists to be 
passed on to their employees. 

Object of the brochure, which 
is illustrated by Maroc, is to ex- 
plain the function of capital in 
providing industry's tools and 
equipment, The drawings show 
how much capital it takes to give 
a man a job in individual indus- 
tries, and how the “Tax Devil” 
robs the profits which provide 
capital reserves, 


Ad career film 


The film “Do you belong in 
Advertising?”, which the 
Women's Advertising Club of 
London purchased from the 
Women's Advertising Club of 
Chicago, is to be shown to an 
audience of educationists at 
the British Council Cinema on 
Monday, with the object of 
getting the film shown to boys 
and girls deciding on a career. 


Legal & Gazette 
NEW COMPANIES 


Advertising Features Ltd. Producers 
and menufecturers of and dealers in 
advertising films for broadcasting by 
television, cinematograph films. Nominal 
capital: £100, Subscribers: L. Goodman, 
21 South Street, W.1, and R. L. Meyer. 


Phil Hudson (London) Lid., 340 Hoe 
Street, Walthamstow, E.17. Advertising 
and publicity contractors and agents. 
Nominal capital: £2,000 Directors: 
P. Conway, A. H. Phillips and P. 
Hudson. 


W. HM. F, Publications Ltd., Furnival 
House, 14/18 High Holborn, ie 
Newspaper, magazine, periodical and 
journal = proprietors Nominal capital: 
£100 Directors: J. Workman, G. 
Hyman, and A, Cliffe-Frewin 


Kemp's Pricting & Publish Co. 
299/301, Grays Inn Rd, 1. 
Nominal capital:: £1,000. Directors: B 
Joel, D. F, H. Jones, R. P. Green and 
C. 8S. Saringer. 


WILLS 


Percy Wihttm Romer, of 173 
Choumert Road, 8.B.15, who had been 
director, company secretary and 
accountant of Norman Kaerk Publica. 
tions, the Trafalgar Advertising Com- 

any, and of Southern Photo-Engraving, 

ft £3,803 13s. Id. gross, £3,640 15s, 7d. 
net value, (Duty paid £73.) 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 3s. 6d. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch. All other 
classifications, 4s. per line, 45s. per dispiay panel inch. Minimam. 3 limes. Box No. 
charge, one line plus is. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID. Address ** Advertiser's 
Weekly,”’ 180 Fleet Street, London, E.C.4. CHAancery 8844 (Ex. 25). 


APPOINTMENTS VACANT : 


Situations Vacant : “ The engagement of persons answering these advertisements must 

be made through « Local Office of the Ministry of Labour or a Scheduled Empioyment 

Agoocy if the copticant le man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 

he or she, or the employment, is —_ ~~ from the provisions of the 
Notification of Vacancies 1952."" 


require 

(1) A good Typographer 

(2) A first class Visualiser 
both with agency experience. Write giving full details 
and stating salary required to:— 

The Secretary, 
ARMSTRONG-WARDEN LTD., 
69, New Oxford Street, W.C.! 


YOUNG EXPERIENCED ARTIST 
required by Packaging Firm. Five 
day week, hours 9 a.m.-5 p.m, Can- 


FALCON STUDIOS 
OF LEEDS Solna ted yantincinen, Wickgeies wae: 


: required to Cashier, Mono Con- 
have vacancies for 2 senior tainers Limited, Cumberland Avenue, 
artists. Both are interesting Park Royal, London, N.W.10 
positions offering a variety of ENGINEERING FIRM requires man 
work unrivalled in this area. experienced in compiling Spares Lists 
The immediate need is for 


and Instruction Manuals from data 
|. CREATIVE DESIGNER 


supplied by Technical Department. 
Should have a knowledge of printing, 
with agency experience 


blocks, etc Apply Personnel Man- 
ager, Ransomes Sims & Jefferies Ltd., 


Novemser 18, 1954 


APPOINTMENTS VACANT 


EVERETTS 
need 


a layout man with 


3 years or more agency 
experience 
A good standard 
of lettering and 
a sound knowledge 


of type 
are essentials 


Write or phone : 
The Studio Secretary, 
Everetts Advertising Ltd., 
10 Hertford Street, W.1 


GRO 3477 


ARMSTRONG SIDDELEY MOTORS 
has a vacancy in their Technical 
Illustrating Department for an experi- 
enced Technical Illustrator, aged 24- 
26. Staff position. Salary according 
to age, experience and qualifications. 
Reply to Reference CG/TI3, Arm- 
strong Siddeley Motors, Coventry. 


and a definite flair for Ipswich. 
contemporary print de- 
sign. 


2. STILL LIFE ARTIST 
used to working in both 
line and colour. Able to 
handle airbrush to fine 
degree. 

The above will be paid the 

top salaries their experience 

will command. 


Apply Creative Director, 


FALCON STUDIOS LIMITED, 
21, Wade Lane, Leeds, 2 


ARTIST REQUIRED for studio of 
Publishing House. Age 20-25, male 
Good position for competent aill- 
rounder "Phone Museum 9792, 
Ex. 15, for appointment 

SENIOR ADVERTISEMENT REPRE- 
SENTATIVE wanted on large pro- 
gressive provincial weekly. Good 
rospects 

x 9314 Ad. Weekly 180 Fleet St EC4 

ADVERTISING SPACE SALESMAN 
required for London and suburban 
area, Old-established trade and tech- 
nical monthly Particulars of experi- 
ence, age, salary, etc., to 
Box 9347 Ad. Weekly 180 Pleet St BC4 


CLIFTON ADVERTISING 
now require 


A JUNIOR 
ASSISTANT 


for service work on a number 
of small accounts 


essential. 


confidence to 


This is a good opportunity for a young 
man or woman, perhaps with produc- 
tion department experience, to get off 
the bottom rung. 


Write in first instance stating experi- 
ence and salary required 


Clifton Advertising Agency 


175 Gray's Inn Road, W.C.! 


Assistant 
ACCOUNT 
EXECUTIVE 


Required to handle Progress 
and Production on a number 
of National accounts. 


3 or 4 years’ Agency experience 
and production knowledge 


Write fully and in 


The Joint Managing Directors 
T. B. BROWNE LTD 
117, Piccadilly, W.1 


————EEEE Pr ae 4 
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PRODUCTION 
ASSISTANT 


Well established agency has vacancy for 
keen, energetic young man of good 
education and pleasant personality as 
production assistant on group of varied 
accounts. To a person of sound 
commonsense and adaptability there is 
real scope for advancement in a pleasant 
organisation. Write in first instance 
stating age, qualifications and salary 


required 
Box 9339 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED LAYOUT MAN for 


progressive position in Publicity Studio 
of well-known London Periodical Pub- 
lishing House Agency trained and 
capable of producing slick presenta- 


tion roughs, with reasonable figure — 


for National Press 
and other publicity 


interpretation, 
Campaigns 
material. 
ledge of typography. Pension scheme. 
Five-day week. Canteen. Write, 
giving age, experience and salary re- 

uired, to 

»x 9327 Ad. Weekly 180 Pleet St EC4 


STUDIO STAFF 


required by leading West of 
England Advertising Agency. 
|. Finished layout artist 
for preparation of roughs 
to client presentation stan- 
dard. 
2. Retoucher and general 
artist. 
Write in first place to Art 
Director. 


GLOVERS [ADVERTISI NG 
MARK LANE, BRISTOL |. 


WE ARE LOOKING for  first- 
class artists, figure, still life, scraper- 
board, etc. on salary to commence, 


if desired, and then freelance basis 
when established. Telephone SLOane 
9925 for an appointment to show 
specimens. 


VOUCHER AND DISPATCH CLERK 


(male or female) to take charge of 
dept. in medium-sized London Agency. 
Good post and salary for efficient, 
experienced person. Write fully to 

Box 9348 Ad. Weekly 180 Pleet St EC4 


Must have sound know- | 


APPOINTMENTS VACANT 


—$<—_—_—_—__— ——— 


McCANN-ERICKSON 


ADVERTIENO LTD. 
have a vacancy for another 


LAYOUT 
MAN 


He must be experienced in National 

Advertising, have a versatile sense of 

design, embracing a keen understand- 

ing of lettering and typography and the 

ability to produce finished roughs. 

Please write or phone for appointment 
Tea 6600 


YOUNG MAN required, age 20-24, as 


Assistant to Sales Promotion Man- 
ager Experience of proof reading 
referred, Sound knowledge o 
Snore, business letter writing and 
ice routine Salary according to 
ability Staff canteen. Superannua- 
tion scheme. Apply in writing to Sales 
Promotion Manager, The nheimer 
Casing Co. (U.K.) Ltd., 159/165 
Harrow Road, London, W.2. 


Experienced 
SPACE 
SALESMAN 


required 


by Publishers of established 
edia in Liverpool and District. 


Particulars to 


Box 9335 
Advertiser's Weekly 180 Fleet St €C4 


ASSISTANT to Production Mana 


for block and print orders, also 

simple typographical adaptations, Ex- 
rience essential, "Phone: Reid 
alker Advtg.. CEN 8347. 


WINDOW 
DISPLAY 


An expert lady Window Dresser 
is required by leading Paint 
Manufacturers to cover the 
Northern territory of Great 
Britain. This is a new develop- 
ment in our sales service and 
requires a lady who is deter- 
mined to build it into a success- 
ful link between this Company 
and our retailers. Must be able 
to drive. Salary and expenses. 
Reply quoting details of pre- 
vious experience, age, salary 
required. 


Box 9345 
Advertiser's Weekly 180 Fleet St €C4 


One of the best equipped photo- 
graphic laboratories in London has 
a vacancy for a first class 


BROMIDE PRINTER 
& ENLARGER 


He should have a creative out- 
look, an appreciation of advertising 
requirements, and be able to work 
from visuals and co-operate with 
visualisers. 

For the man who can produce high 
quality work at a reasonable speed 
the appointment offers an attrac- 
tive salary, a five day week, an 
excellent staff canteen, and a 
pension scheme. 


Write for an appointment to 
Mr. T. J. Brown, 
LINTAS LIMITED, 


a Process Dept., 
House, Portman Sq., 
London, W.1. 
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CLASSIFIED ADVERTISEMENTS 
|___APPOINTMENTS VACANT _—____ 


| 


Market and 
Attitude Research 


McCann-Erickson Advertising Limited in process of 

strengthening and enlarging their Research Department, 

invite applications for the posts described below, which 
are open equally to men and to women, 


A Market Research Executive, 


who must have had not less than 3 years’ experience with the 
standard techniques of market research by sample survey, and 
be capable of planning and controlling the conduct of large 
or small-scale routine enquiries with a minimum of super- 
vision. Some knowledge of the more sophisticated statistical 
techniques will be a considerable advantage: in addition, 
he must be interested in and prepared to learn something of 
the technique of statistical social psychology, though a formal 
training in psychology is not essential. 


A Psychologist, 

who need have had no previous commercial experience, but 
holding at least a first degree and preferably a higher degree 
in psychology, with particular reference to experimental, 
occupational or social psychology : some clinical experience 
will be considered an advantage, and a working knowledge of 
the appropriate statistical procedures is essential. He will be 
responsible (under the Director of Research) for the designing, 
adaptation and testing of psychological techniques for the large- 
scale study of advertising and marketing problems. 


A Field Psychologist, 


whose formal qualifications need not be as high as the previous 
appointment, but who must have some basic knowledge of 
psychology and considerable experience in the conduct of 
penetrative interviews. His (or her) principal function will 
be the conduct of such interviews, which may be either 
unstructured, semi-structured or formal, and the analysis 
of the results. 


Applicants for these appointments are invited to write, 
in the fullest detail and stating their own views as to their 
salary level, to : 


. Harry Henry 


(DIRECTOR OF RESEARCH) 


McCann-Erickson Advertising 
LIMITED 


Brettenham House, Lancaster Place, London, W.C.2 


*Phone 


your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


RETOUCHING ARTIST 


for West End Studio preferably with 
previous experience of Engineering 
subjects. Top salary and ideal condi- 
tions, 95.30 Monday to Friday. Full 


Particulars 
Box 9306 
Advertiser's Weekly 180 Fleet St EC4 


COLOUR RETOUCHERS wanted for 
expansion of colour section. Vacan- 
cies for Senior Artists and improvers. 
Good wages, bonus and superannua- 
tion schemes, Write or telephone for 
appointment to Art Director, Studio 
Irwin Lid., 1186 Chancery Lane, 
London, W.Cc.2. Tel: CHAncery 
4i4i 


EXPERIENCED Production Assistant 


required by medium- ee - ag lettering and art work. 
Good wostes conditions. experience 
Box 9349 ‘Ad. Weekly 180 Peet’ ECA Box 9354 Ad. Weekly | 


CLASSIFIED ADVERTISEMENTS 
|_____ APPOINTMENTS VACANT 


Steateees + aunt 


496 


APPOINTMENTS VACANT 


ie cagagement vl persuus amererimg (beet 26. ef temmcu. « 


require 


RETOUCHING 


Excellent salary 
Telephone : 


CROYDON ADVERTISING STUDIO 


LETTERING ARTIST 


also Junior omega and Layout Artist. 
First class work. 


ARTIST 


Croydon 3930. 


LAYOUT ARTIST, experienced, re- 


quired by West End 


and ong required, to 


Studio. Good 
Write, stating 


Pleet St EC4 


Experienced 
All-Round 
Artist 


ADDITIONAL APPOINTMENTS 


Business is promising for our clients and ourselves. Next 
year our turnover will increase by at least 100%. The 
following additional appointments are immediately 
necessary to help us handle this increased turnover. If 
you feel you will measure up to one of the jobs, like 
working in a pleasant atmosphere and seek an oppor- 
tunity to grow into a bigger job, your application will 
be given careful consideration. 


VISUALISER LAYOUT MAN 


Not a run-of-the-mill type, but an original 
thinker, preferably with experience of and a 
liking for working on women’s accounts but 
versatile enough to handle other products if 
necessary. 


A man or woman with a flair for using “4 
This vacancy offers plenty of opportunity for 
working on high-class print. 


COPYWRITER 


Preferably a young man who has had a back- 
ground of sound agency experience and is now 
preparing to spread his wings. 


plications should be in writing, stating full details 
a pm experience, age, salary required and enclosing 
simens of recent work, and should be addressed to 
Creative Director, who is always willing to arrange 

an interview with brilliantly creative people. 


A man or woman used to handling busy accounts 
and fully conversant with ordering blocks and 
typesetting and following through on production 
and copy detail. 


Rogtenions in writing, ving Olt full details of experience 
shou 


salary required addressed to the 
Production Manager. 


SCOTT-TURNER & ASSOCIATES LIMITED 


17-18 Dover Street, London, W.1. 
TELEPHONE; HYDE PARK 0481 (10 LINES) 


required in London 
office of a large 
newspaper group. 
Superannuation 
scheme, 5-day week. 
Write all details 
of age, experience 
and salary to 


Advertiser's Weekly 180 Fieet St EC4 


RETOUCHER, first-class, and Assistant 


Retoucher required for technical sub- 
jects. A well-paid job for the right 


man in an expanding business. Hay- | 


ward & Martin Lid., 34 High Street, 
Bromiley, Kent. Tel.: RAV 6702. 


ASSISTANT required for Production 


Dept. of West End Agency. Must 


have good knowled of Agency 
LAYOUT MAN with sound 


routine. "Phone. : EG 7464 of 
write, stating age, experience and 
salary required, to 

Box 9350 Ad. Weekly 180 Fleet St EC4 


A FIRST-CLASS all-rdlnd Artist re- 


quired in Manchester, with ideas and 
ability to present these in slick 
finished layouts, plus the ability to 
complete high-grade finished artwork 
Top salary paid to the right man 

rite, in confidence, giving full 
details, to 


Box 9351 Ad. Weekly 180 Fleet St BC4 | 


NovemsBer 18, 1954 


APPOINTMENTS VACANT 


PRODUCTION 
MAN 


for space department, to handle 
detail work on a number of 
accounts, including typography, 
block ordering and chasing. 


LAYOUT MAN/ 
TYPOGRAPHER 


for print production, able to 
design print and undertake pro- 
duction details. 


Applicants should be from 25 to 35 
with previous agency experience 
of such work. Write giving full 
details and stating salary required 
to Managing Director, Gilbert 
Advertising Services Ltd., 10 
Norfolk Street, W.C.2. 


COMPANY with 30 years’ experience 


in Signs and Advertising material seck 
to engage young man, with or without 
ey to augment their outdoor 


Box 9359 Ad. Weekly 180 Fleet St BC4 


ARTIST 
TYPOGRAPHER 


Assistant required in Publicity 
Department of large industrial 
organisation to help design and 
produce sales promotion 
material. Must have a good 
knowledge of typography and 
be able to do some finished 


artwork. 
Apply to 
Box 9247 
Advertiser's Weekly 160 Fleet St EC4 


graphical knowledge, capable of Fest. 
class finished lettering, required by 
expanding Art Studio in central area 
He would be required to work on a 
wide range of consumer and technical 
accounts. 5-day week. Pension scheme 
and non-contributory life assurance 
Interviews can be arranged on Satur- 
day mornings if required. Applica- 
tions, stating details of past experience 
and salary expected, to 

Box 9357 Ad ‘eekly 180 Fleet St BC4 


Well known West-end Agency 
of Medium size requires a 


CREATIVE 
MAN 


who can produce sound ad- 
vertising themes for leading 
National Accounts. He must 
be capable of producing visuals 
and able to write first-rate 
copy. 

Substantial salary and pros- 
pects. Generous Pension 
Scheme. 

Write fully to 


Box 9336 
Advertiser's Weekly 180 Fleet $t €C4 


ARTIST 
FOR 
BIRMINGHAM 


We need a good, general artist. 
Creative ability is an asset, but 
not an essential. Excellent 
prospects with rapidly growing 
agency. Five day week. Only 
agency-trained men, please. 


NICHOLLS DORRITY 
ADVERTISING LTD., 


88 Vittoria Street, 
Birmingham |}. 


Telephone: CENtral 8045 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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NOVEMBER 18, 1954 ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | 


ACCOUNTS Interesting 
DEPARTMENT posites: SR: 


w/e reauire an addiconas ||| EXPERIENCED HOLDEN . 


production accounts clerk. FASHION ARTIST 


Agency experience is essen- 
tial in checking production —man or woman—to work 


and art invoices and drafting on an important corsetry and 


a for ging to other fashion accounts 


Prate. sharing and Pension | | | I" London advertising agency. have vacancies for 


Schemes. Five-day week. Individual style essential. Please 


Write stating age, experience write for appointment and 
and salary required. enclose, if possible, a specimen, 


S. C. PEACOCK LIMITED. which will be returned. 


Maddox H 
215/221 Regent St. LondonW.! ani, @ A Senior Copywriter who has 


been writing national advertising 


aT VOUCHER CHECKING CLERK re- . 
"SENTATIVE: "Wersall Savory | uted for West End, Agency. 5-day for a wide range of products for 


appoint a Display Representative to 
handle enquiries for Silk Screen age, — experience and salary 


printed displays in a new department required, t 

printed displays in a new department |  0x'353 Ad. Weekly 180 Fleet St BC4 not much less than ten years. 
An adequate following, commission, A SECRETARY is wired for Mana- 
car and expenses are available to the ging Director of a large Advertising 
successful applicant, who should have Agency with offices in the Kingston 
a very wide knowledge of display and arca. Essentials are a keen interest 
who fgg =A ae been — to 2 good —_—, and a 
eplies in illingness to co-operate in aspects 
strict a, to Box No. 4094, of the work passing through the office. 4 

ampteerh tet, 106 Geet, | foe @A bright young Visualiser to 


Box $356 Ad. Weekly 180 Fleet St BC4 


join an accomplished team. 


Erwin Wasey @ An Account Executive whose 


" | iod 
HAVE TWO VACANCIES work and counsel over a peri 


of some years have earned the 


1. Production Assistant respect of his associates. 


Must have Agency experience—man 
or woman—age 25/35. 


2. Print Department Assistant 


Technical experience of printing trade 
necessary—man only. These are interesting and well paid jobs. 
Applicants should write fully detailed 
letters to the Personnel Manager, 
A. N. Holden & Co. Lid. 
94 Mount Street, London W1 


Please write or phone for appointment 
Mayfair 8171 ext. 17. Operations Department 


Erwin Wasey & Co. Ltd. 
BROOK HOUSE, PARK LANE, W.1. 


‘Phone your classifieds to CHA 8844 (Ex 25) 


< i — ae oy ae Be ae 4 a eo oe + ia, Bs an ae = i ete) bd a s wo 7 heed ae 7 

* ) ~ aan 
- : 

+ ‘ 

"APPOINTMENTS VACANT 4 
4 a 
i | e 

. | | 

a - 

: , 
Bw 4 \ 
: | 7 
7 y 
a 

po : 

: 
a 

re 7 

il 7, 

Pe ; 

5 ¢ 
: 

3 
ee 3 
. : 
= ' ee — a” oa oe oe Peas an 24 a fag ar! _ J - + F a ae Lae ad a: o—- | : a.) Cale i Pat 


ADVERTISER'S WEEKLY 


Novemper 18, 1954 


CLASSIFIED ADVERTISEMENTS 


ASSISTANT 
SPACE 
BUYER 


We have an interesting 
vacancy for a young man 
who wants more scope 
and responsibility. He 
must have some know- 
ledge and previous ex- 
perience. 

Virite giving full particu- 
lars to 


Box 9411 
Advertiser's Weekly 180 Fieet St EC4 


ARE YOU PUZZLE-MINDED? Can 
ou compile a Competition Crossword? 
love you @ flair for Cryptic Clues? 
If so, there is a staff vacancy for you 
with a leading organisation in this 
field 
Box 9355 Ad. Weekly 180 Pleet St EC4 

YOUNG LADY for Secretarial and 
General Office, Knowledge of Adver- 
tising and Photographic routine an 
advantage Studio Lisa Ltd, 15 
Grape Street, W.C.2. TEM 4606 


RETOUCHING ARTIST (top grade) re- 


quired by leading London Commercial 
Studio Outstanding opportunity for 
man with at least five years’ experi- 
ence in retouching for reproduction. 


Write 
Box 9358 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


Situations Vacant : “ The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency applicant is a man aged 18-64 inclusive or : aoe aged 18-59 inclusive 


or she, or the employment, is yy - he the provisions of the 
Notification of Vacancies 1952.” 


EXPERIENCED 
PRODUCTION 
MAN 


to work on Nationally advertised and 
interesting accounts. Previous agency 
experience is essential. Write for 
appointment giving full particulars of 
age, experience and salary required te : 


The Production Manager, 


MASIUS & FERGUSSON LTD. 
#, Berkeley Square, W.!. 


ADVERTISEMENT 


REPRESENTA- 
TIVE (either sex) required for fashion 
journals, to call on leading houses, 
selected smaller firms and agencies 
Salary and commission Applicant 
would be trained for ultimate appoint- 
ment as advertisement manager in 
charge of group . Write or ‘phone for 
7 


a | Gray's Inn Road, 
cA (Ter 0844.) 


| PRODUCTION CHARGING CLERK 


| 


(female) required by Masius & Fer- 
gusson Lid. Applicants must be able 
to type. Write, giving full particulars 
of experience and salary required, to 
The Secretary, Masius & Fergusson 
Ltd., 40 Berkeley Square, W.!. 


SPACE SALESMEN required in all dis- 


tricts, for local maps advertising. Car 
supplied after trial 
Box 9352 Ad. Weekly 180 Fleet St EC4 


experience. 


TWwo 
IMMEDIATE 
VACANCIES 


in medium size, growing agency 


(1) Layout man for 
Studio, preferably able to 
do some finished artwork. 
(2) Typographical 
assistant with some agency 


Good prospec?s with both 
positions. Salary 
according to capabilities. 
Write with particulars to 


Box 9343 
Advertiser's Weekly 180 Fieet Street EC4 


TULLY-CRABBE, LTD., 
Incorporated Practitioners in Advertising, 
require the services of a 


JUNIOR 
EXECUTIVE 


He should have a good 
working knowledge of 
advertisement layout 
copywriting and typo- 
graphy, as well as some 
experience of the admini- 
strative side of 
advertising. This is a 
progressive post offering 
excellent prospects. 
Apply by letter only in 
the first instance giving 
details of age, experience, 
etc., to 

TULLY - CRABBE, LTD., 

Groat House, 
Collingwood Street, 
Newcastle Upon Tyne, 1. 


SIGN MANUFACTURERS 


ood all-round men 
Screen and Foiling, 
L. Cowling (Chariton) Ltd., 


strong Gardens, Woolwich 
S.E.7. ‘Phone: GREenwich 0051. 


require 
for Drawing 

ice. Good opportunity and wages 
for men conversant with layout, Silk 
Applicants will 
be considered for position in charge. 
Arm- 
Road, 


First-class 
LAYOUT MAN 


required urgently by London 
Agency (IPA) to join expanding 
creative team. Must have at 
least 3 years Agency experience 
producing pencil, ink and colour 
roughs. 

For appointment ring Creative 
Manager (Hyd. 9176/7/8). 


ARMSTRONG SIDDELEY MOTORS 
vacancy in their Technical 


have a 


Iustrating Department for an ex 
enced technical artist, aged 24-26. 
Staff position Salary according to 


age, experience and qualifications. 


Reply to Reference CG/TA Arm- 


strong Siddeley Motors, Coventry. 


EXPERIENCED LETTERING ARTIST 


required for Greeting Card Publishers. 
Ideal studio conditions 
for right = 


Park Royal area. 
Box 9201 A 


Top salary 
Weekly 180 Fleet St EC4 


MORE THAN 
A COPYWRITER 


McConnell’s require an addition 
to their creative team—Colwyn 
Bay Office. An experienced copy- 
writer with an all-round adver- 
tising sense. Able to take over 
from initial briefing and planning, 
suggest copy themes, plus a sound 
and practical ability to indicate his 
ideas in very rough visual form for 
competent layout man to prepare 
for client presentation. in short, 
we need a ‘‘ copywriter plus "’ 
who has the important ability of 
being able to put sel/ into creative 
work. Exceptionally pleasant 
working conditions and a really 
good man can expect a really good 
salary. Applications to Resident 
Director, McConnell & Co. 
(Advertising) Ltd., 25, Princes 
Drive, Colwyn Bay, North 
Wales. 


PRODUCTION. Agency trained man 
for established London Agency to 
take complete control of a number 
of accounts. Sound knowledge of 
blocks and type essential, Apply, full 
articulars, 
ox 9307 Ad. ° Weekly 180 Fleet St EC4 


CROYDON 
TIMES 


There is a vacancy in the Display 
Advertisement Dept. of the Croydon 
Times Series of Newspapers for a know- 
ledgeable and ambitious young man who 
is looking for a job with good prospects. 

Letters only please stating age, ex- 
perience and approx. salary required to: 
Advertisement Manager, Croydon 
Times, 104 High Street, Croydon, 


, 
Surrey. 


SECRETARY / SHORTHAND.-TYPIST 
(18-22) for Advertising Agency Execu- 
tive. Similar experience an advantage. 
5-day week, staff canteen. Write, 
stating age, experience and salary 
required, to 
Box 9391 Ad. Weekly 180 Fleet St EC4 


PRIVATE 
SECRETARY 


required for Managing Director of 
ABBEY DISPLAY CO. L Must be 
experienced, self assured, well groomed 
and capable of working at high pressure 
and on own initiative. Age between 
25 and 30, knowledge of French an 
advantage. Telephone Miss Coombs, 
GRO 8321. 


YOUNG 
GRA 


LAYOUT ARTIST-TYPO- 
PHER required. Good knowledge 
of printing. No others need apply. 

Box 9394 Ad. Weekly 180 Fleet St EC4 


ALL ROUND 
GENERAL 


ARTIST 
wanted immediately 


with experience in colour wash and line. 


Phone GRO. 2585 or call with specimens 
PUTNAM STUDIO, 
1, Down Street, Piccadilly, W.! 


C.A.S. want a A.L.T.! 


Fast-growing London agency need an 
ambitious layout-typographer. Our 
man (or woman) is between 22 and 28, 
agency trained and capable of slick 
client roughs. Some finished art and 
knowledge of production an advantage. 
A genuine ground floor opportunity 
for with initi who would 
welcome the chance of being “' the 
studio "in a small, happy agency. Call, 
write or ‘phone : Commercial Adver- 
tising Service Led., 109 Jermyn Street, 
S.W.1. Whitehall 4708/4722. 


‘Phone your classifieds to CHA 8844 


(Ex 25) 
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CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


APPOINTMENTS VACANT 
IF YOU | APPOINTMENTS VACANT = 


Opportunities for Two Artists 
1. EXPERIENCED 
LETTERING ARTIST 


2. JUNIOR ARTIST 


Both vacancies—in studio of 
advertising agents in S.W. Lon- 
don—for men who are now in 
a rut and who wish to progress. 
Write to 


LIKE PEOPLE 


you may also be the young 
assistant our P.R. Executive is 
seeking. Previous experience 
in public relations is not a 
necessity but INITIATIVE and 
some journalistic ability are 
essential. Write giving full 
particulars and salary to 


Box 9389 
Advertiser's Weekly 180 Fleet St EC4 


ASSISTANT REQUIRED for Circula- 
tion and Sales Promotion departments 
of Book and Periodical publishers. 
Good opportunity for right man. 
Write, giving full particulars and 
salary required, to Sales Manager, 
Percival Marshall & Co. Ltd., 19-20 
Noel Street, W.1. 


LAYOUT MAN experienced in working 
from rough visuals, good  typo- 
= knowledge and ability to do 
rst-class finished layouts Medium- 
sized agency S-day week. Write 
fully, in confidence, to M. D., 

Box 9400 Ad. Weekly 180 Fleet St BC4 


YOUNG LADY REQUIRED IMME- 
DIATELY for Group Assistant in 
important advertising agency. Pro- 
ficiency in shorthand and _ typing 
essential. S-day week rite, giving 
details of age, speeds, experience and 
salary required, to Box J.W.J., 
Saward, Baker & Co, Litd., 27 Chan- 
cery Lane, W.C.2. 


EXPERIENCED 
LETTERING ARTIST 


with general all-round ability required 
for small design group in West End 
Agency. Age about 24. ‘Phone Art 
Director, fempce BAR 780i, for 
appointment. 


BRITISH CELANESE LIMITED re- 
quire a Layout Artist for their London 
studios. Capable of producing finished 
roughs for press ads., booklets and 
general sales promotion material. 
Applicants, aged about 23/26, with 
2-3 years’ experience, should apply, 
iving full details of career, to the 
ersonnel Manager, British Celanese 
Limited, 22/23 Hanover Square, 
London, W.1, quoting Ref. 1078 


SHORTHAND TYPIST required to 
train as Secretary to Manager of busy 
Classified Advertisement Department 
in leading City Agency. Good speeds 
essential Write details age, experi- 
ence and salary required to 

Box 9393 Ad. Weekly 180 Pleet St BC4 


YOUNG WRITER required in creative 
advertising team dealing with interest- 
ing scientific material, Writing ability 
essential. Opportunity for young per- 
son with a lively interest in medical 
development. Write Senior Personnel 
Officer, Glaxo Labs., Greenford, 
Middlesex 


| 
| 


Conroy Wykes want a 
Young 


PRODUCTION | 


£500 per annum and excellent 
prospects for keen experienced 
man 20/25. Knowledge of Adver- 
tising routine and ability to keep 
accurate records with minimum 
supervision. 5-day week. Write 
details, experience, age, etc., to : 
Conroy Wykes Advertising Ltd., 
16, Russell Gardens Mews, Ken- 
sington, W.14, 


Box 9386 
Advertiser's Weekly 180 Fleet St €C4 


GENERAL ARTIST. 


EXPERIENCED SPACE SALESMAN 


with good connections with Agents 
and Distilleries required for high-class 
ublications in Glasgow and Edin- 
urgh. Salary and commission 

Box 9392 Ad. Weekly 180 Pleet St EC4 
Young man _ re- 
quired for Agency Studio in the West 
End Must be ood = all-rounder. 
9.5.30. Monday to Friday. Write fully 
including salary required 

Box 9395 Ad. Weekly 180 Pleet St BC4 


We want a 
COPYWRITER 


who can write readable copy for trade, 
technical and consumer accounts on a 
variety of subjects. He should be 
highly critical of pedestrian copy, 
especially in trade press advertisements, 
and should be capable of a little humour 
in the right places. Previous agency 
experience is essential. 

Please write initially, outlining career 
so far, to -— 


Austen-jJohnson Advertising, Ltd., 

Incorporated Practitioners in Ad- 

pate mone Og Old Bond Street, 
in, WI. 


SPACE SALESMAN, 


LEADING Dealer-Service Organisation 


requires enterprising Sales Promotion 
Executive to develop enquiries for 
window-display campaigns on behalf 
of National advertisers. Applicant 
must be man of ideas and ambition 
and able to create own advancement. 
Comprehensive details, including 
resent salary earned, to 

x 9396 Ad. Weekly 180 Fleet St BC4 


YOUNG COPYWRITER with evidence 


of latent ability, to work on a variety 
of accounts in progressive agency 
Please write or ‘phone the Copy Chief, 
C. P. Wakefield Ltd., 153 Pleet Street, 
E.C.4 

Live, energetic 
local Advertisement Representative 
wanted for two weeklies in South 
Coast County. Salary and commis- 
sion offering possibility of excellent 
remuneration. Early appointment to 
Advertisement Manager if satisfactory. 
Full particulars, please to 

Box 9399 Ad. Weekly 180 Pleet St BC4 


REPRESENTATIVE 


A first class representative is required 
for London Studio for art and photo- 
graphy, including colour. Write 
stating salary required. 


SECRETARY 


A secretary is required with a know- 
ledge of simple bookkeeping. A know- 
ledge of commercial art and photography 
an advantage and must be able to wor 
on own initiative. Write stating salary 
required. 


Box 9390 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED 
GENERAL 
ARTIST 


required by Publicity Consultants for 
the engineering industry to lead new 
team of first-rate Designers producing 
high quality press advertisements, 
print, etc. Ability to produce finished 
art work from technical drawings is 


an 
according to ability. eid 


Box 9337 
Advertiser's Weekly 180 Fieet St EC4 


PUBLICITY MANAGER required by 
well-known magazine publishers. The 
position entails dealing with all pub- 
licity and promotion material for 
several well-known weekly and monthly 
epreten, all of national coverage. 
te will be required to conduct nego- 
tiations at the highest level, both 
within the organisation and with the 
advertising agency. Although previous 
experience in the magazine or news- 
paper field is not essential, it would 
clearly be of great assistance. Experi- 
ence, however, of working in co- 
operation with an advertising agency 
is essential The appointment will 
cerry a four figure salary according to 
ualifications. Reply 

ox 9397 Ad. Weekly 180 Pleet St BC4 


YOUNG LAYOUT MAN and general 
assistant required by Leading Film 
Distributors. Able to produce slick 
roughs for posters and catalogues, etc 
State age, experience and salary 
required 
Box 9402 Ad. Weekly 180 Fleet St BC4 


JUNIOR 
(Male) 


required in large West End 
agency to assist in copy detail, 
production, etc. Age about 20, 
over National Service. Out- 
standing opportunity for rapid 
advancement. Please give details 
of experience, salary expected, 
etc., to 


Box 9363 
Advertiser's Weekly 180 Fleet St EC4 


ORGANISATION which serves 


Indus- 
try with Difficult Public Relations 
Problem secks part-time Secretary to 
develop sales and publicity work 

Box 9398 Ad. Weekly 180 Pieet & BCA 


PRODUCTION 
ASSISTANT 


C, Mitchell & Co, Led., require an 
assistant man or woman with « good 
knowledge of the general routine of 
an Advertising ency, Production 
Department. 5 day week, pension 

scheme. 
Please phone Secretary for appointment 

CENetral 646! 


MALE CHECKING CLERK required in 


Voucher Department. Previous Agency 
experience necessary, Permanent posi- 
tion, no Saturdays. Apply Mr. Lawrie, 
Alfred Bates & Son Lid., 130 Pleet 
Street, E.C.4 


products. 


tributive 
advantage. 


salary, to 


ACCOUNT 
EXECUTIVES 


Two additional account executives 
are required by West End Agency to 
work solely on a very large national 
account covering eight groups of 
Candidates must have 
wide advertising and marketing ex- 
perience and be able to formulate 
policy. Knowledge of grocery dis- 
would be an 
Age group 30-45, 

Full details of experience and present 


trades 


Box 9344 
Advertiser's Weekly 180 Fieet Street EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


500 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


PRODUCTION MAN 


required 


as number one assistant to 
Production Manager of large 
West End Advertising Agency. 
Good salary for man with right 
experience. 


Box 9384 
Advertiser's Weekly 180 Fleet St EC4 


: 
f 
| 
i 


1952."" 


AGENCY TRAINED MAN required 
with experience of general advertising. 
Age approximately 21-22 years. Ex- 
ee Engineering Company, one 
our out of London Please write, 
giving details of experience, qualifica- 
tions, age, approximate salary re- 


ior 
9401 Ad. Weekly 180 Fleet St BC4 


SHORTHAND Tyeet, age about 30, 
is required Hf large Electrical 
Organisation in Holland. The appoint- 
ment is related to the publication of 
sales journals in English, and appli- 
cants should have good shorthand 
typing speeds, command of the English 
language, some insight into the 
peculiarities of advertising copy and 
able to write peveetl in a good journal- 
istic style The phd applicant 
should in the course of time be able 
to take over the editorship of the sales 
journals and be able to discuss their 
production with the responsible adver- 
tising agency. Write, giving age, full 
details of education, 7 experi- 
ence and salar a... uired, 

Box 9405 Ad kly 180 Fleet St BC4 


A large International 


WEST END AGENCY 


requires an assistant to an 
J 
Account’ Executive. 

Applicants, aged 20-25, whose National 
Service should be completed, should 
have had approximately 2 years’ agency 
training. Salary according to ability 
and experience. 

Write, giving details of experience and 

salary required, to: 


Box 9382 
Advertiser's Weekly 180 Fleet St €C4 


[REQUIRED IMMEDIATELY 


AGENCY TRAINED MAN 


(or woman) 

to run a small reorganised Advertising 
Department of large Company with a 
Nationa! distribution of Animal Foods. 
Candidates should have a good general 
knowledge of all aspects of advertising 
including Market Research and should 
not exceed 30 years of age. Applica- 
tions giving full particulars including 
salary required will be treated in strict 
confidence, 


Box 934 
Advertiser's Weekly ia Fleet St EC4 


“PPOINTMENTS WANTED 


PRODUCTION EXECUTIVE required 
in Leading Commercial Art Studio 
(N.W.3 area). Outstanding oppor- 
tunity for young man (23-28) to train 
for really progressive position Art 
experience not essential, but must have 
initiative, drive ane adaptability. 
day 9 Shane details, 

Ad. Weekly 180 Fleet St EC4 


EXPANDING COMPANY situated in 
Middlesex has a vacancy for an 
Assistant to the Advertising Manager. 
Ability to absorb training and willing- 
ness to accept responsibility will be 
considered more important than pre- 
vious experience. Men aged between 
25 and 30 years are invited to send 
full particulars of their education and 
background to 

‘ Box Ad. Weekly 180 Fleet St BC4 


CRC 


want another good 
copywriter : male or female 
with several years’ 

agency experience. 

We want a mature copy-dog 
who isn’t above learning 
new tricks, and is able 

to teach us some too. 
Please write telling us 
something about yourself to 


C. R. CASSON LIMITED, 
6, ALDFORD STREET, W.1. 


CREATIVE ART DIRECTOR 
SEEKS POSITION ABROAD 


Versatile, equally good with the 
“ popular ’’, “‘ direct mail "’ or 
“haute culture’’. Happiest 
with roughs and originating 
ideas. Capable of highest stan- 
dard art work especially figures 
and lettering. Fast and con- 
scientious. Some copy writing 
also during 10 years experience 
with London and Australian 
agencies. 


Will consider a position anywhere 


in the world, warmer climes 


preferred. 


Box 9388 
Advertiser's Weekly 180 Fleet St EC4 


FASHION ARTIST, y cumeieies 
training, seeks poaten a udio 


or y. 
Bos $66 Ad. Weekly 180 Fleet St BC4 


CARABEAN NEWSPAPER WOMAN 
with p ience secks in- 
teresting oprwriting 2 Public Rela- 
| tion in 

7 Ad. Weekly” 1 Fleet St EC4 


FILM PRODUCTION. V 
enced practical a AN oa 
with keen commercial sense and drive 
offers services an T.V. production. 
Free January, 1 
Box 9368 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS FASHION ARTIST 
secks Studio ition. 
Box 9365 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED Advertising Contact/ 
Ideas man secks post requiring 
approximately 20 hours per week. 


Sui. growing a y. 
Box 9369 Ad. Weekly 180 Fleet St EC4 


YOUNG MAN, over 10 years’ Agency 
experience, seeks executive or adminis- 
trative post. 

Box 9370 Ad. Weekly 180 Fleet St BC4 
NO GENIUS—NO CHICKEN (43) 
secks position where Lettering, Line 
work and — t,—— ability is re- 
wired. Last =. rs 

9371 Ad Weeds 180 Fleet 


VISUALISER-LAYOUT ARTIST, at 
present Studio manager, requires 


cha t same rank. 

Box $573 Ad. Weekly 180 Fleet St BC4 
ae ARTIST with studio experience 

Box 9360 a. Weekly 180 Fleet St BC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 


Novemper 18, 1954 


APPOINTMENTS WANTED 


PUBLICITY MANAGER 
DESIRES CHANGE 

: 34,1 2 yesve capestenes advertising, 
print, silk-screen, design, fone 
display, exhibitions. oushly 
good Mn gy om ny the man 
p ve company. Salary ran 
£556-4650. 4 " 


BOX 9387 
Advertiser's Weekly 180 Fleet Se EC4 


EXPERIENCED FASHION ARTIST 

in Press and Colour Reproduction. 
27 +Fairmile Avenue, 

"Phone: STR 2377. 


ESTABLISHED FILM ACTOR, experi- 
enced Stage Production, scripting, 
considerable knowledge of music, who 
is also Executive in large business 
conparesion. secks position Commer- 
cial Highest credentials available. 
Box 540i Ad. Weekly 180 Fleet St EC4 


ACCOUNTS EXECUTIVE (26), with 

ane oy creative ability and compre- 

msive agency experience (in short, 

an Advertising an) seeks respon- 
sible London ~~ -— 

Box 9362 Ad. Weekly 180 Fleet St EC4 


YOUNG GRADUATE (24), keen to 
begin career. Market Research/Media 
Planni aig 
Box 9363 Ad. Weekly 180 Fleet St EC4 


BUSINESS - MANAGER / ACCOUNT- 
ANT (46), creative sonality, excel- 
lent organiser, tactful negotiator, seeks 


Box 9364 Ad. Weekly 180 Fleet St BC4 


MARKETING AND MARKET RE- 
SEARCH MANAGER desires position, 
London, Middlesex, or would free- 
lance. Willy, M.S.M.A., 41 Cornwall 
Avenue, Southall, iddiesex. 


TELEVISION 


EXECUTIVE 18 YEARS ADVERTISING, 
TELEVISION and film production ex- 
perience, proved sense of showmanship 
—creative and administrative—open to 


™ Box 9340 
Advertiser's Weekly 180 Fleet St €¢4 


so Film C Actor 
tract commercial T. 
Blox 9406 Ad. Weekly 180 Fleet St BC4 


PUBLICITY MANAGER, male, 238, 
now working with national advertiser 
under frustrating conditions, secks 
similar post with go-ahead firm. Cam- 
paign lexemal print buying, dealer 
aids, exhibitior 
Box 9361 Ad “Weekly 180 Fleet St BC4 


ACCOUNT EXECUTIVE with existing 


business and wide experience seeks 
ition with progressive Agency. 
=x 9408 Ad. Weekly 180 Fleet St BC4 


WOMAN EXECUTIVE, cight. years’ 
experience in Exhibition Organising 
(including Public Relations, Accounts 
and Staff eggs seeks position 
offering sco 
Box 9409 A Weekly 180 Fleet St EC4 


“HAND PICKED” ay ay] 
available. The Wigmore Agenc 
Wigmore St., W.1. HUNter Jest 2/2. 


"MISCELLANEOUS 


THE BLUE BOOK OF PRINTING— 
the 1954/55 issue of The Modern 
Printers’ Year Book and Directory 
of Suppliers, published November |. 
Bigger and better than ever. Every 
one of the 210 pages is packed with 
interest. The Directory of Suppliers 
has been increased from 48 pages to 


63 pages, with 199 different —- 
tions. No printer, print user or Price 
buyer should be without a yy oe. rice 


| 4s. from your bookseller or 
blishers, Bendles Litd., a 


ANIMATED DISPLAYS designed and 

} executed. All types of scale models 
constructed. Basil Richardson, South- 
fields, Cudham, Nr. Sevenoaks, Kent. 
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NOVEMBER 18, 1954 


BUSINESS OPPORTUNITIES 


Expert Advertising, Commercial and 
Fashion 


PHOTOGRAPHER 


with apparatus and/or capital seeks 
accommodation or association with 
Agency or Art Service, London area 
preferred. Experienced in all aspects 
of agency art production from roughs 
to finished blocks. Accustomed to hard 
work for good money. No tempera- 
mental nonsense. 


Box 9342 
Advertiser's Weekly 180 Fleet St €C4 


A FOREMOST LP.A. AGENCY, with 
efficient organisation, handling import- 
ant National and Specialised accounts, 
is prepared to consider taking over 
and progressing the personal accounts 
of an Advertising Agent or Consultant 
desiring to retire. egular retirement 
income free of worry assured. Reply 
in confidence to LP.A. Agency, c/o 
E. C. Brown Batts, Chartered 


Accountants, 265 Strand. London, 
W.C.2. 


HOME EXHIBITION PLUS 
WANTED 


Samples, Leaflets, gg | Vouchers, 
etc., for pr 
through our door to y service. 
Moderate terms. Write for details -— 
Vv. Linkman & Sons, 5, Westgate 
Avenue, Bolton, Lancs. 


BRITISH PUBLICATIONS interested 
in advertisements from the continent 
should contact 
Box 9374 Ad. Weekly 180 Pleet St BC4 


WOULD ADVERTISING AGENCY 
(without own Public Relations Depart- 
ment) like to consider co-operation, to 
mutual advantage, with well-established 
publicity organisation? 

Box 9375 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


: CENtral 1740. 


FREELANCE DESIGNERS of Exhibi- 
tion Stands and Displays required. 
Please write giving details of fees. 
Box 9376 Ad. Weekly 180 Fleet St BC4 


A NEW METHOD oF " ADVER- 
TISING. International firm wishes 
to contact Individual or Advertising 
Company capable of financing and/or 
developing new method of Advertising, 
well proved abroad and already suc- 
cessfully pins in England. apital 
required £5-10,000. Excellent pros- 


Box 9 9377 Ad. Weekly 180 Pleet St EBC4 


How can YOU 


profit by direct 
mail advertising ? 


Direct appeal; quick results; timeliness; 
privacy; complete control at every 
; mere orders, at fractional cost 
. it’s all in “ How to Sell 
Bvccentuly by Direct Mail’, hos off 
the Press. 
Write for Leaflet DM/8 to Business 
Publications Led., 180 Fleet Street, 
London, E.CA. 


iii 


CLASSIFIED ADVERTISEMENTS 


SALES AND WANTS 


TENDERS 


IMPORT QUOTA 
CLASS 24 
AVAILABLE 


Write BOX 446, Frost-Smith Advg., 
» Finsbury — Lendon, 


MULTILITH 1250 WANTED. 
PLEASE TELEPHONE 
LANGHAM 1523. 


FREE LANCE SERVICES 


FOR COMPETENT SERVICE in Re- 
touching, Line and Tone, Scraper, by 
a Sound General Artist, please write 
Box 9418 Ad. Weekly 180 St BC4 
MONTHLY MAGAZINE 
Freelance Advertisement 
tive. Magazine has an Audit Bureau 
Circulation of 12,000 copies monthly. 
Promotion schemes should produce 
further circulation shortly. Write, 
stating present publications repre- 
sented and indicate rate of commission 


required, to 
Box 9378 Ad. Weekly 180 Fleet St EC4 


ochur' 
Box 9333 Ad. Weekly. 180 Fleet St EC4 


FREELANCE designers, retouchers and 

letterers womee for ms work 
in N.W. London area. 

Box 9379 Ad. Weekly 180 Fleet St BC4 


DESK SPACE with Studio in Holborn 
area suitable for Freelance Artist 
secking » suppes: 

Box 9380 Ad. Weekly 180 Fleet St BC4 


FIRST-CLASS FREELANCE DISPLAY 
DESIGNER wanted. Chiefly for 
Exhibition stand work and point of 
sale display units. Please send — 


ible details to Di 1 
Box 9381 Ad. Weekly tbo Fleet 
RETOUCHER, long experience, ~ as 
new clients 
Box 9334 ‘Ad. wee’ 180 Pleet St BC4 
FREELANCE RTISTS required 
specialising in tecfet and folder design. 
A high standard of finish required. 
Write, enclosing three recent specimens 
of this type work, which will be 


returned, 
Box 9416 Ad. Weekly 180 Pleet St BC4 


LAYOUT ARTIST (Ex. Pig.) 
in folders and brochures, 


missions. 

Box 9178 Ad. Weekly 180 Fleet St BC4 
MAPS designed and drawn for aii 
Bor 9416 Ad. Weekly 180 Pleet St BC4 


SPECIAL ANNOUNCEMENT‘ 


See October 28 issue of 
ADVERTISER'S WEEKLY, pages 
268, 269, 270 for the Adver- 
tising Services and Supplies 
Section. November 25 will be 
the next issue containing these 
Services. 


See November 11 issue of 
ADVERTISER'S WEEKLY, pages 
412, 413, 414, for the Monthly 
Register of Trade and Special- 
ist Publications Section. 

December 9 will be the next 
issue containing this Register. 


*Phone 


County Borough of 
Southend-on-Sea 


PICTORIAL FOLDERS 


The Corporation invites quotations for 
the production of the following Publicity 
literature :—— 

(a) 65,000 four-colour pictorial fol- 
ders, open size 14 =x @ oF 
thereabouts. 

(b) 20,000 half-tone letterpress Spring 
Flower folders in two colours, 
open size 14” x 10)". 

(c) 40,000 line and letterpress two- 
colour Summer Attractions fol- 
ders, open size 145° x 94". 


Designs and letterpress can be inspected 
and quotation forms obtained from 
Corporation Publicity Officer, Publicity 
~ ce Pier Hill, Souchend-on- 


, in sealed enve en- 
dorsed “ 4-colour Folder "" ‘* Spring 
Folder "' and “Summer Attractions 
Folder "' respectively and bearing no 
mark indicating the sender, must be 
received by the under-signed not later 
than Tuesday, the 30th November. 


The Corporation do not bind them- 
selves to accept the lowest or any 
quotation. 

ARCHIBALD GLEN, 
Town Clerk. 


' COURSES 


MORE 1.C.S. SUCCESSES 


in A.A. Exams! 


In the May 1954 Advertising 
Association Examinations 
LC.S. once again achieved 
outstanding successes. I.C.S. 
Students won : 


didates were 

LC.S. Home Study Courses in prepara- 
tion for both the A.A. and the LP.A, 
Examinations are comprehensive, 
to-date, and have been written 
experts — engaged in the 
vertising fie 

First class instruction is also available 
in COMMERCIAL ART, POSTER 
aan, LETTERING ‘and SIGN 
w * 


Write todoy ree book to DEPT. 2E 
INTERNATIONAL CORRESPONDENCE 


SCHOOLS, International Buildings, 
Kingsway, London, W.C.2 


Old-established publishing firm requires 


PRINTING OFFERS 


for fortnightly journal, circulation 
10,000, 48 pages, must situated 
within 50 miles of 

Firms interested please reply to 


Box 9341 


Advertiser's Weekly 180 Fleet St €C4 


| ACCOMMODATION 


DESK IN FLEET STREET STUDIO, 
30s. weekly inclusive of ‘phone, etc. 
CEN 2743. 


| 
| 


ADVERTISER'S WEEKLY 


LATE CLASSIFIED 
ADVERTISEMENTS 


RING AND LIFE 
ARTIST required for op Studio. 
intment to 


LIVE ADVERTISING MAN WANTED 


to put new fire into good team. 
Should be all-rounder oozing ideas 
and inspiration. Free hand. Prospects 
boundless. 

Box 9412 Ad. Weekly 180 Pleet St BC4 


COPYWRITER REQUIRED. An open- 
ing arises for a keen, intelligent young 
man to act as “right hand” to Copy 
Chief. Must have had previous Agency 
experience and be able to think clearly 
and write lively, convincing copy, un- 
aided, on a variety of interesting 
accounts. First-rate opportunity for 
a man with enthusiasm, Smee's 
Advertising Lid., 3-5 Duke Street, 
Manchester Square, London, W.!1. 
Tel.: WELbeck 0774. 


CREATIVE LAYOUT ARTIST. We 
need another good Artist to join our 
creative team. A man not under 24, 
with previous Agency experience. He 
must think creatively, be able to pro- 
duce finished roughs from his own 
visuals. Knowledge of typouraphy an 
advantage, Write fully with details of 
past career, or ‘phone Creative Man- 
ager for an appointment, Smee's 
Advertising Ltd., 3-5 Duke Street, 
Manchester Square, London, W.1. 
Tel.: WELbeck 0774. 

DISPATCH 30-45), of 
nowledge 


CLERK, male 
neat appearance, required. 
of Pleet Street essential. Write or 
lm tA iaategee » = M. 

usin night Lid. a aftesbury 
Avenue, W.C.2, (TEM 7805.) 

PRODUCTION WITH RE. 
Energetic young man breonci Ser- 
vice completed) with Advertisi — 
Agency experience required to 
important junior position in Produc- 
tion Department dealing with National 
and Technical accounts. Write, giving 
details of experience and salary re- 
uired, to E, Walter George Lid., 25 

ower Belgrave Street, §.W.1. 


EXHIBITION AND DISPLAY 
SIGNERS (Freelance) 
GERrard 8225, 


FEMALE ADVERTISING cory 
CLERK uired by London Publish- 
ing House. experience necessary. 
Details and salary its uired to 
Box 9413 Ad. Weekl $0 Fleet St BC4 


PRODUCTION ACCOUNTS CLERK 
required by West End Agency. Figure 
accuracy and knowledge of Printers’ 
Invoices and Prices essential, 5-d 
week. Commencing salary £7 
per week. Bn) ore, giving details 

of past ex 
Box 9414 vn Weekly 180 ‘Fleet St ECA 


VOGUE Ae -- a young woman Assist- 
their make-up 
| ~~ publishing or « 
experience in my 


DE- 
required. 


COPY DETAIL ‘CLERK required oy 
old-established Fleet Street A, 
Knowledge of Technical and 
media essential. Must be conscinn- 
tious, able to take responsibility and 
work on own initiative. Write, giving 
full details and salary wired. 

Box 9415 Ad. Weekly 180 Pleet St ECA 


TECHNICAL ILLUSTRATOR required 
by small but rapidly expanding Studio. 
Experience in exploded and sectioned 
drawings vital. State types of work 
carried out and salary required. 

Box 9417 Ad. Weekly 180 Flee St ECs 


ORDER CLERK for typeset and 
foundry required by Process Engravers 
Previous experience essential, 

Art Reproduction Co. Lad., City nie 


EXPERIENCED CREATIVE GROUP 
offers Coden. layout, and  spumes 
work phone WAT 


your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 
icra ss Weekly eB 


55/= (overseas) 


Advertisers and THE TIMES STOP PRESS 


GRANT EXPANSION 
IN LONDON 


attention to new products and offer 
opinion on their suitability for the 
farmhouse. If products satisfy re- 


he" Home Advisory Service Recom. 
mendation.” 


John Newbie, formerly of British 


blished Propriet: SUSINESS. Vs BLICATIONS tid., at their office at « 180 Pleet Street, London, E.C.4. (Phone : Chancery 8844.) 
L 7 November 18, ren od in England by St. Clements Press Lid., Portugal St., Kingsway, London, wc2 


} a esidinen zy TEL oll oes ——- — ~ mn _ a ( 
Re ee Novemper 18, 1954 : 
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. ; , fe 9°) ae oe tao | 
PA es ee yo ee core aaa Grant Advertising Inc., has left 
wt 7 ae Biase , : oe re | Indian division company to join \; 
; cals <= San =e im eH Grant Advertising, Ltd. in London, 
: ee. a ae Be : " — iS where he will assist in expansion. 
= 5g ha ‘ ‘ aie — = os ; | He has also served in the USA and i 
; : i, 7 a aes : ; Pakistan, and before es Grant 
Ss ; P J. im 1949 was account ex ve with 
me ae : ; Ew Samson Clark & Co. Ltd. 
< ,f a rq . Se a 
e ° gan a Aa " ¥ i T. L. publicity 
: ms ech o aa or Zinc. Hilger Bas ry — ac inure. 
: jie A A , ment manufacturers, died aged 
oe a eg to te | 55. Was well known member of ‘ 
at, i S . ea - g =~ ie el Pe : be he es eae “tof Publicity Clab of Loadon. 
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fr ag “The Times” Amateur Boxing 
Pi Club spunsoring boxing tournament 
NEE at Manor Place Baths, Southwark, 
eee next Wednesday in aid of Printers’ 
- F Pension Corporation. 
cards again being introduced this 
Bn year. In addition to Is. 6d. tokens, iy 
th they will also be sold at 2s. 6d. 
oi ; W. A. Young, assistant organiser 
i British Overseas Fairs Ltd., will 
speak on “Direct Mail to the 
ein Middle East,” in connection with 
a aL LLL Bagdad Fair, at British Direct Mail 
Advertising Association luncheon at 
Criterion on Wednesday. 
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Thursday, November 18, 


AN ADVERTISER’S WEEKLY SPECIAL SUPPLEMENT 


PUBLIC 
RELATIONS 


IN ACTION 


INDUSTRY 


COMMERCE 


GOVERNMENT 


Public relations is now an 
national life if has much in ¢ 
and wherea €ach mediun 
Characteristt Gnd method. 
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Services to sell and those who pay for them 
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and their Overseas associates 


olfer a world-wide service 
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In our first Public Relations Supplement last year we 
endeavoured to outline the wide scope of a much-misunder- 
stood science which has an important role to play in the 


marketing of goods and ideas. 
The Supplement was praised in many countries as | problem, plan the approach and measure achievement. 


‘Telling public about BEA 
is our clear-cut duty’ 


PR Supplement—ADVERTISER’S WEEKLY 


a contribution to public relations thought and practice. 
This year we present Public Relations in Action—in the 
field of industry, commerce and government. 
Attention is paid also to methods employed to assess the 


says LORD DOUGLAS OF KIRTLESIDE, GCB, MC, DFC 


HERE is no_ possible 
escape from the full im- 
plications of public relations 
for British European Airways, 
which in terms of passengers 
carried is the largest airline in 
the world outside the United 
States. The whole object of 
our business is to give service 
to the public, not just the two 
million passengers we carry 
in a year—and they are of all 
nationalities — but also the 
public as a whole. For the 
public, through ownership of 
our business, have a _ large 
stake in our success or failure. 
We do not need to formulate 
a public relations policy, for we 
have a clear-cut duty marked out 
for us, as a public undertaking, 
to render a full and frank 
account at all times to the people 
of the United Kingdom of the 
nature of our business and the 
progress that is being made. We 
do, therefore, provide as much 
information for the public as it is 
prepared to accept or indeed may 
demand, providing always that 
such information may be re- 
leased with commercial prudence 
and without damaging interna- 
tional goodwill. 


Information channels 


There are many ways in which 
information passes from BEA to 
the public but undoubtedly the 
most important, and indeed, the 
most effective way is by word of 
mouth from members of the staff 
within their domestic and social 
circles; and, of course, through 
those large numbers of our staff 
who are in day to day contact 
with passengers and other cus- 
tomers. Because this is so, we 
attempt to imbue everyone in 
BEA with pride in the airline and 
a desire to act as an ambassador, 
a public relations officer and a 
salesman on its behalf. 

The pleasures and advantages 
of working for an airline depend 
largely upon the fact that there 
is still a strong pioneering 


MARSHAL OF THE ROYAL AIR FORCE and CHAIRMAN, BEA. 


element in the business. For 
although many millions of people 
are now accustomed to air travel, 
and although air travel is 
accepted largely as common- 
place, we have yet to tap the full 
wealth of it and there is no ap- 
parent limit to its technical possi- 
bilities. 

We are young, and I hope we 
have the courage and enterprise 
of youth. Certainly, we believe 
in having the courage of our con- 
victions, we are therefore 
quite prepared to risk public dis- 
favour providing we are con- 
vinced of the honesty and good 
sense of our views. 

We are prepared to stimulate 
interest in our activities at all 
times, to raise talking points and 
to inspire the constructive 
criticism which is as useful to us 

- if not quite as welcome — as 
praise and encouragement. 

We believe that good relations 
with the public can arise only 
out of a clear understanding by 
the public of our problems, 
achievements and, indeed, short- 
comings. In practice this involves 
taking the public into our confi- 
dence rather than resorting to 
the still prevalent but very old- 
fashioned and _ ostrich - like 
expedients of locking doors and 
secreting files. 

There are many aspects of 


public relations 
and, indeed, there are few 
activities of an airline without 
one or other of these aspects. It 
is the particular duty of the chief 
Press and Information Officer, 
who is our specialist in public 
relations—-a term we do not use 
within BEA-—to appreciate the 
public relations potential of all 
our activities and to. take 
appropriate action for dealing 
with them. It is, therefore, essen- 
tial for him to have a seat in the 
council of top management and 
to work directly for the Chief 
Executive with access at all times 
to myself. 


in an airline, 


Annual report 


Every year, in its annual re- 
port, BEA renders a very full 
account of its work and a detailed 
statement of its finances to the 
Minister of Transport and Civil 
Aviation. This is a statutory 
obligation, but we take advan- 
tage of the occasion to pass on 
to the public much more informa- 
tion than is in fact called for, 
and we take pains by means of a 
press conference and in other 
ways to ensure that its contents 
reach those who command the 
attention of the eyes and ears of 
the public. This “Report and 
Accounts” is the most important 


Every member of 
the BEA is the 
company’s ambas- 
sador and public 
relations officer. 
This stewardess 
makes certain that 
the passengers are 
comfortable and 
content. 


public relations document pro- 
duced by BEA, and its contents 
form the basis of debate in at 
least one full-day session of each 
House of Parliament. 


Another important instrument 
of public relations is the BEA 
Magazine. It is produced 
monthly and is widely distributed 
outside the corporation as well 
as to the members of the staff. 
Each issue contains a review of 
our activities written by the Chief 
Executive, and this review is 
widely read at home and abroad 
and quoted in the press and on 
the radio. From time to time I 
use it myself as a vehicle for an 
announcement to the staff which 
may also be interesting to the 
press and others outside BEA, 


Prestige value 


Throughout the year members 
of the staff from the top to the 
bottom of BEA are encouraged 
to deliver lectures and to contri- 
bute articles, both technical and 
of general interest, on subjects 
about which they have ple = me 
knowledge. This is time-con- 
suming, but it provides a valu- 
able exercise in the marshalling 
of facts and the expression and 
exchange of views, all of which 
tends to increase the confidence 
and the prestige of BEA officials 
and provides the corporation in- 
directly with enhanced standing 
with the public. 


British European Airways does 
not set out to make propaganda, 
a word with unfortunate special 
meanings and implications, but 
it is deeply concerned in vigor- 
ously expressing its point of view 
on all appropriate occasions and 
by means of all available media 
of expression. 


To this end the Press and 
@ Continued on page 12 
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PR IN MARKETING 


Public relation’s role in the 


direct sales effort 


HE answer to the question 

“Where does the market- 
ing operation begin?” is: 
where and when the firm 
begins. The PRO should 
never see marketing as an 
isolated operation, 

The whole raison d'etre for 
making a product should be to 
sell it, and the only raison d'etre 
for selling it is that there is a 
demand for it. Ultimately that 
demand will only exist so long 
as: 

@ The product is good and will 

stand the test of usage. 

@ lis value is comparable with 
that of its competitors. 

@ It is in adequate supply and, 
if needed spare parts can be 
obtained. 

@it is available for purchase 
through reasonably  con- 
venient channels. 

@ it is known to be available. 


The fulfillment of all these 
conditions constitutes the sales 
operation. 

A manufacturer's or retailer's 
public relations will include 
several different “publics.” One 
will be his staff. According to 
the size of his public relations 
unit, and the amount of money 
he is prepared to spend, he will 
have a variety of means for 
developing and sustaining a con- 
cern among his staff and work- 
people for the “saleability” of his 
product on which the livelihood 
of his employees will eventually 
depend. 


Staff approach 


He may publish a house 
magazine, make films, and 
encourage lunch-hour  discus- 
sions or “suggestion boxes,” or 
he may not be able to do more 
than put occasional photographs 
and press cuttings on the works’ 
notice boards and hope that his 
managers and  foremeiu—with 
whom he should have regular 
meetings—will do the rest. He 
will tell them about the firm's 
past history and traditions, about 
the many different parts of the 
world to which its products are 
sent and the different kinds of 
people that use them. 

He will tell them what the 
various departments of the 
factory are doing, especially the 
public relations and publicity de- 
partment, for if there is any sense 
of esprit de corps in the firm, its 
workers will like, in a quite per- 
sonal way, to read about “their” 
firm in the papers. 


by ALAN EDEN GREEN 
PRO, JOSIAH WEDGWOOD & SONS, LTD. 


He will, in other words, help 
each employee to see that 
his own contribution is important 
and that the firm won't maintain 
or improve sales unless both 
workmanship and _ productivity 
are good. 

All this, whoever does it, is 
good internal public relations ; if 
it succeeds it automatically makes 
every employee into a _ public 
relations officer; if it fails it 

laces any traditions that the firm 
as built up in the past, or hopes 
to create in the future, in 
jeopardy. 

Another of the manufacturer's 
“publics” are the people to whom 
he is going to sell, his customers, 
usually wholesalers or retailers, 
but sometimes both. These are 
es with a reputation for 

ing “hard-boiled”: they often 
have a wide choice of competitive 
products and can afford to play 
safe, 

They are the people, we are 
sometimes told, who respon 
only to hard selling; it is no 
ood trying to “flannel” them. 
t is certainly not part of the 
PRO’s job to “flannel” anybody 
and he does his firm a dis- 
service when he tries it, but 
people who buy goods in large 
quantities like to know about 
what lies behind them. 

They make their own judge- 
ments about the validity of the 
goods for the demands of their 
customers, but they are also con- 
cerned with the reputation of the 
manufacturing firm and about 
how the goods are made. 

For the PRO their trade press 
is the most important medium ; 
it is usually read thoroughly not 
only by principals but also by 
their staff. Editors of these 
papers do not always find it easy 
to get the news they want— 
news about new methods of pro- 
duction, new raw materials, 
improved quality, or even such 
“hard” news as reduced prices. 
They are often glad of personal 
items, gossip about the leading 
personalities in an _ industry, 
special prestige orders. Through 
them, in other words, the PRO 
can reach the people that matter 
among his firm's customers, and 
tell them the things that matter. 

It may well also be worthwhile 
establishing direct lines to the 
customer. Some firms issue 
regular bulletins, but these should 
certainly not be confined to pure 
sales information, and it will 
often be difficult to distinguish 
between sales and PR. 

Such a bulletin should aim to 


provide customers with reliable 
information about the firm and 
its products, should tell the 
customer how it is proposed to 
present these, both through public 
relations and advertising, to the 
consumer, and should encourage 
him to regard the manufacturer 
not merely as the maker of the 
goods, but as part of the selling 
team of which the customer is in 
the vanguard, and _ therefore 
deserving of maximum support. 


Finally it should point out how 
important are the customer's 
direct contacts with the consumer 
and should invite him to co- 
operate by passing back to the 
manufacturer suggestions for 
improvements or for new “lines.” 


An increasing number of 
manufacturers of trade associa- 
tions are now getting this kind 
of information across by means 
of organised courses for retail 
sales assistants. 


Consumer contact 


There remains the question of 
public relations with the con- 
sumers, who may be few or many 
in number. Clearly the problem 
differs greatly with the product. 
Public relations for steam rollers 
is a very different problem from 
that for vacuum cleaners, but 
even the people who buy steam 
rollers are ordinary human 
beings and likely to be influenced 
by things they read or see or hear 
about the makers of steam rollers. 

And if by amy chance the 
steam roller makers also make 
motor-cars it must be remembered 
that their steam-roller reputation 
cannot be divorced from their 
motor-car reputation. 

For selling any commodity in 
common use, public relations 
obviously has a vital part to play. 
Most markets are now competi- 
tive and, value for value, people 
are likely to buy the products 
they hear most about. 

To see their favourite film stars 
eating “Nutter Wheat,” to read 
about the unusual architecture 
of the “Nutter Wheat” factory 
in the papers, to be taken round 
the factory and see the processes 
by which “Nutter Wheat” is pro- 
duced ; these will impress more 
than an advertisement declaring 
that “Nutter Wheat” is baked 
seven times. 

These will not sell the product 
if it is not good, or if its price is 
too high, or if the distribution is 
wrong, but they provide the sales 
organisation with invaluable 
backing. 
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Dozens of newspapers, week- 
lies and monthlies now have all 
kinds of shopping correspondents 
writing for them who are looking 
for shopping news—news of new 
fabrics, new patterns, new gadgets 
—anything they think will be of 
service to their readers. 

Many products lend themselves 
to exhibitions: these might be 
joint displays put on by a trade 
association, like the exhibition of 
printing arranged by the Federa- 
tion of Master Printers and seen 
by nearly a quarter of a million 
people, or they might be small 
displays in stores, showing a 
selection of a firm’s best products 
and perhaps one of the firm’s 
oldest (or prettiest !) craftsmen 
at work. This, of course, would 
be tied up with a selling display 
of merchandise. 


Reputation builder 


Film shows, mannequin par- 
ades, cookery demonstrations, 
and lectures are now becoming 
a recognised part of sales 
machinery. But they are more 
than that; they are establish- 
ing and extending their spon- 
sors’ relationship with the 
consumer-public, building up 
that indispensable sales factor, 
“reputation.” 


Nobody would claim that the 
PRO is the sole custodian of his 
firm’s reputation; om the contrary 
this is a responsibility shared by 
every director, shareholder and 
employee. But the PRO should 
nurture it, safeguard it, make it 
known. 


He must keep an overall view, 
weighing up the effects of poten- 
tial actions on the whole complex 
structure of the relationship of 
his firm with its various publics. 
Thus it is essential for him to be 
kept fully informed of all the 
firm’s activities and of any likel 
new developments, even though 
they may not directly affect him. 
His contacts with policy should 
be direct and at top level. 


It is in the things closest to us 
that a sense of perspective be- 
comes most difficult, and within 
his own sphere the PRO must 
resist the temptation to get pub- 
licity at any price. 


If public relations could sud- 
denly be stopped (which, of 
course, is impossible, for if it is 
any good it pervades the whole 
firm and cannot be turned on 
and off like a tap); the sales 
representative would suddenly find 
he was working in a vacuum; 
nobody would know about his 
firm, or its product, or the job 
it could do; it would be no use 
him saying, “Well, you must have 
heard of So and So Ltd.”; he 
would no longer be able to talk 
about the fine things his firm had 
always produced or the wonderful 
craftsmen it employed; his cus- 
tomers would only have his word 
for it, and the only yardstick he 
could show them would be his 
own advertisements. 


He would have lost his most 
valuable ally—not the PRO, but 
the public itself. 
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What is a 


PR Supplement—ADVERTISER'S WEEKLY 


Comprehensive 
Publicity Service? 


It is a service which operates, with skill and discrimination, all the media now 


available to modern publicity. 


It is a service which can be offered only by an organisation such as The D. 
Brook-Hart Company. This is a company which has been built around a team of 
experts who have had successful practical experience in every branch of publicity 


work, including: 
ADVERTISING 


Full advertising services, cov : detailed study of the client’s 
problems, market research, and planning and complete de- 
tailed execution of campaigns. 


PUBLICATIONS 


Complete investigation of the subject. Copywriting, designing, 
layout, illustrating, editing, production and distribution of 
types of industrial and professional publications (including 
House and Consumer Magazines). 

FILMS 

Investigation, treatment and scri i tear of pro- 
duction. Distribution of client’s = and arrangements for 
effective showing (including advice on installations, projection 
equipment, etc.). 

TELEVISION AND RADIO 

Full service, including: investigation, treatments, scripting, and 
all supporting arrangements. 


DIRECT MAIL 


Campaign planning ; preparing copy; production of letters and 
Sesenune; Scetboten and mailing ; analysis of response, etc. 


The success of this organisation is based largely on the ability to plan campaigns 


PRESS AND EDITORIAL 


Complete editorial campaigns. Press relations, the organisation 
of press conferences and special press functions. ao 
and placing of news items or exclusive full-length articles 


GENERAL PUBLICITY 


Advice on all publicity and public relations matters. Fall service 
in carrying out specific projects such as arranging Works and 
other visits, drafting speeches, etc, 


PHOTOGRAPHY 

A full photographic service, including: creative, industrial and 
technical photography, and stereoscopic photography. 
DISPLAY AND PACKAGING 

Design and production of all types of ye material, including 
show-cards and display packs. Design of packaging material— 


including — drums and cartons—for every type of product 
and 


EXHIBITIONS 


Investigation of the subject, space booking, and con- 
struction of stands, All incidental details, plus full supporting 
publicity services. 


or single projects in an unbiased, clear-thinking and commonsensible way. Any 
executive who would like to have genuine and expert advice on a publicity 


problem is invited to communicate with the Principal of: 


THE D. BROOK-HART COMPANY 


Premier House - 48 Dover Street - London - Wi - Telephone: MAYfair 6147-8-9 


or Northern Office: Deacons Bank Chambers . Urmston - Manchester 


FOREMOST IN BRITAIN WITH A COMPREHENSIVE PUBLICITY SERVICE 
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PR IN GOVERNMENT 


‘Democracy can be safeguarded 
by public relations’ 


[N Britain we take democracy 
for granted. In many ways 
that is the source of its 
strength. Under certain cir- 
cumstances it could be its most 
serious weakness. 

Except for the period of the 
political intervention of Sir 
Oswald Mosley controversy at 
elections has been between 
“democratic” parties. The argu- 
ments have been confined to the 
interpretation of democratic 
principles not as to whether 
democracy should continue to 
prevail. 

It is true that in the heat of 
the battle all Socialists have been 
dubbed as “Communist Lackeys” 
and Conservatives as “Fascist 
Beasts” by their opponents, but 
it has not gone much deeper 
than that. Democracy has never 
really been under fire. 

That does not mean, however, 
that the time may not come when 
that assault is made, not only 
politically, but through industrial 
and economic channels. 

It is imperative that if the 
attack comes it should be re- 
pulsed in every quarter, That is 
a task which will not successfully 
be achieved at the last moment. 
It will depend upon the hold that 
the principles of democracy and 
their practice have upon the 
minds of the mass of the people. 


Way of life 


Democracy is more than a 
system of government. It is a 
way of life, That is a contention 
of the ylitical philosopher, 
Thomas Mann, who also said 
“It is insufficient to define the 
democratic principle as the 
principle of majority rule, and to 
translate democracy literally, 
only too literally, as government 
by the people . . . we must define 
democracy as that form of gov- 
ernment and of society which is 
inspired above every other with 
the feeling and consciousness of 
the dignity of man.” 

It is equally important that that 
feeling and consciousness should 
not only exist, but should be con- 
veyed to the members of that 
society by that government. 
That is a supreme and vital task 
of public relations, transcending 
in social importance activities on 
behalf of any section of the com- 
munity or unit of industry or 
commerce. 

The principles of democratic 


says IAN HARVEY, MP 


DIRECTOR, W. S. CRAWFORD, LTD. 


life and government can easily 
be obscured by the practice of 
democratic politics. That may 
seem a strange thing for a poli- 
tician to say but it is true. That is 
why it is essential that the 
mechanism of political demo- 
cracy should be clearly under- 
stood by the whole of the com- 
munity, that neither indifference 
nor partisanship should pre- 
dominate. It is even more im- 
portant now that political educa- 
tion has made such a great ad- 
vance amongst the youth of the 
country over the last 10 years. 


Another compelling reason is 
that a vast number of people in 
the world to-day belong to com- 
munities which are not under 
democratic management. In 
these communities the instru- 
ments of propaganda play a 
vitally important part. ore- 
over there is a certain appeal in 
the totalitarian or absolute 
approach to political problems 
which cannot be denied. It is an 
appeal which subsequently de- 
mands the wages of absolute 
obedience and the surrender of 
freedom, but that is very often 
not understood until it is too late. 

Two major tasks immediately 
confront those who wish to 
strengthen democracy. The first 
is to replace “they” by “we.” The 
second, which is allied to it, is to 
remove apathy. 

It is a strange thing that once 
the British electorate have sent 
their personal representatives 
either to Parliament or to the 
Local Authority, they immedi- 
ately tend to disown them. They 
refer to them either as “those 
politicians” or “the council.” In 
both cases they are essentially 
“them.” The fact that the central 
or local government only makes 
decisions which the majority 
of the people themselves have 
empowered them to make seems 
to go unnoted. It should not, of 
course, be a question of “them” 
but a question of “us.” 


It may be argued that this is a 
position that ought to be remedied 
either through the educational 
system or through direct political 
action by the leading parties. To 
a certain extent the schools 
achieve a ne deal through the 
teaching of what is called by the 
nauseating name of “Civics.” The 
political parties also make a 
definite and important contribu- 
tion through their political educa- 
tion activities. Neither is really 


in a position to complete the task 
of applying the lesson direct. The 
influence of the school ceases too 
early—the activity of the political 
party is suspect. 

In any case our institutions 
cannot escape from their own 
fundamental responsibility of 
presenting themselves. It is the 
way in which they and their 
activities appear to the public 
that must affect the attitude of 
the public to them. 


In the sphere of central govern- 
ment it is important to differen- 
tiate between party publicity and 
government public _ relations. 
There have been occasions when 
the one has been mistaken for the 
other. A democratic government 
exists not only with the support 
of its own side, but with the 
sanction of the opposition. A 
party is therefore entitled when 
it is in power to make use of all 
the resources provided for the 
government by the money of all 
the people, irrespective of 
whether they are its supporters or 
opponents. 


Non-political 


Of these resources a _ public 
relations service which covers 
the whole of the information net- 
work, both at home and abroad, 
must be at its disposal. The 
presentation of government 
measures once they have become 
law is an essential function which 
has nothing to do with party 
politics, although the campaign- 
ing for proposed government 
action before it has become law 
can be deemed to fall within that 
category. 

If such measures as the 
explanation of legislation affect- 
ing national service, pensions or 
rents, are not explained efficiently, 
then the administrative machine 
will suffer. That will lead to 
public dissatisfaction, not only 
with the legislation but also with 
the efficiency of the public 
service. If such dissatisfaction 
were allowed to accumulate the 
outcome might well be a move 
not so much to change the 
government as to change the 
system. It is there that the real 
danger lies. 

The task of governing a 
politically’ conscious electorate 
requires technical advice on all 
the ways and means of communi- 
cation. Every Minister should 
therefore be entitled to advice 
with regard io the presentation 
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of his decisions, both in parlia- 
ment and to the public. 

If his department intends to 
embark upon direct publicity of 
any kind, then he ought to have 
the same professional advice as 
is available to the head of any 
great business organisation. 


The government like any in- 
dustry or commercial undertak- 
ing is in the market for public 
attention. It has primarily to sell 
its services and to do so in such 
a way that it does not discredit 
the system under which those ser- 
vices operate. Similarly on a 
lower, but no less important 
level, the local authority must 
impress upon the community the 
nature of the services it has to 
offer. It is a criticism of local 
overnment to-day that only a re- 
atively small percentage of the 
electorate vote in local govern- 
ment elections, that they invari- 
ably vote on issues over which 
the local authorities concerned 
have little or no control, that 
once they have voted they forget 
the name of the person whom 
they have elected to represent 
them, and they take no interest 
whatever in local government 
activities except to grumble 
about rates, street lighting and 
sanitation. 


It would not be unfair to say 
that in the main local authorities 
pay less attention to the elemen- 
tary principles of sound public 
relations and promotion than 
many small businesses. The fact 
that so few either appoint public 
relations officers, and that of 
those who have done so only a 
few make proper use of them, is 
a matter which requires urgent 
attention. Just as too many busi- 
ness men think that they know 
all that there is to know about 
advertising so too many politi- 
cians and their Civil Service ad- 
visers believe that they have 
nothing to learn about putting 
over their story to the people. 


To-day there is a wider and 
better informed and more con- 
scious political audience. The 
instruments of communication 
with the public are more various 
and complex. The claims upon 
their attention are more 
numerous and compelling. De- 
mocracy vitally needs profes- 
sional, expert and technical ad- 
vice if it is to hold the allegiance 
and maintain the confidence of 
the people. 
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THE KENNERLEY EDWARDS ORGANISATION 
AND 


Public Relations 


PUBLIC RELATIONS IS THE 
FIRST AID OF SALES PROMOTION 


I. is the privilege of the Kennerley Edwards Organisation to act as public relations 
consultants to a widening cross-section of British, Dominion and Oversea Industry and 
Commerce. 
The Kennerley Edwards Organisation welcomes enquiries about its sustained campaigns from 
those in Industry and Commerce who feel that their operations should be made more widely 
known. 


KENNERLEY EDWARDS 


and Associates Ltd. 


CONSULTANTS IN PUBLIC RELATIONS TO INDUSTRY AND COMMERCE 


313 Brompton Road, London, S.W.3 
Telephones : KENsington 8292/6628 


Current accounts include leaders in the manufacture and marketing of : 
Adding and Calculating Machines—Books—Chocolates— Confectionery Chemists’ Requisites— 
Children’s Clothing—Cigarettes—Footwear Components—Furniture—Gas Cookers, Space and 
Water Heaters—Haute Couture—Holiday Resorts—Hotels—Kitchen and Bathroom Equipment— 
Magazines— Mining Equipment—Nylon Stockings—Paint—Perfume— Plastic and Rubber Flooring 
—Shoes and Slippers—Solid Fuel Cooking and Heating Appliances -Taximeters—Ticket Issuing 
Machinery—Totalisator Equipment—Wallpaper Adhesives—Whole House Warming Equipment— 
Wines and Spirits. 


he EG a a | i a | " 
a — 7 ? 
or 
a 
a 5 a - 
ve 
i 
: 
+ 
‘9 
i, 
i 
et 
ee 7 
4 y 
; 
aa 
ee ; 
a 
‘Re 
%, 
ae 
oe 
; sa 
oa 
be 
a 
a a 
a al 
‘ : pe 
a 
| 
4 
= 
“| 5 
» ia 
A 
, c. 
= — _- at 
TT —- Se ‘ is 
| } 
rin ¥ 
si ‘ae ae Se. eae Se ce rs... - ee ste aa. - Se - SUC Bim Oe Re ee ee oe  ¥ ce “ ; 


ADVERTISER'S WEEKLY—PR Supplement 


How to present your factory 


to the public 


Mes! people would agree 
that the best lessons are 
learnt the hard way, and that 
is unfortunately true not only 
of individuals, but also of 
nations and systems. 


Prior to the Industrial Revolu- 
tion, industry was essentially a 
local undertaking and an integral 
part of the community, Indeed, 
a great deal of work was done 
at home, and since England was 
primarily an agricultural country, 
any man who “went to work” 
beyond his own fields was an 
exceptional person. Transport 
was expensive and a man's 
boundaries were set largely by 
his own legs. 

The Industrial Revolution 
altered the face of England and 
the habits of her people. New 
towns sprang up round new 
industries and called for new 
labour. Coal, iron and steel, 
textiles and manufacturers tended 
to produce those great concentra- 
tions of population that in our 
own day have produced the 
appropriately ugly word “conur- 
bation. 


Industrial belt 


To-day we drive from Staines 
in Middlesex to Romford in 
Essex, or from Stockport in 
Cheshire, to Burnley in Lanca- 
cashire almost without a break 
in the cluster of factories and 
houses. The industrial belt still 
has greater emphasis than the 
green belt, but the tragedy is that 
this division into special areas 
should be necessary at all. 


After 200 years of rapacious 
development, however, public 
Opinion seems to be in revolt 
against these enormous concen- 
trations, and the renewed vitality 
of our agriculture has underlined 
the need for careful planning in 
the future. Indeed any public 
enquiry into a building project 
is bound to produce arguments 
about the land itself. Once again, 
agriculture is in the forefront of 
our national work, and is rightly 
on as a major industry it- 
self, 


Our industrial development 
eee so rapid and the competitive 

irit so untamed that little 
t ought was given to its effect on 
the people who, after all, had to 
work the system, and to live by 
it. The squalid conditions of 
large areas of our biggest cities 
are disappearing, and of course 


INDUSTRY 


by M. J. BUCKMASTER, OBE 


the process was 
enemy attack. 


There is no doubt that build- 
ing to-day—both industrial and 
domestic—is governed by a sense 
of community, as will be evident, 
for instance, to anyone seeing the 
East End of London for the first 
time since the war. Domestic 
dwellings (houses and flats), open 
spaces and industry are planned 
as a whole, and more people are 
living and working and playing 
together; whether one thinks that 
community living is a good thing 
or not, it has come to stay. 


There are, naturally, many 
reasons for this trend. Over- 
crowding, the cost of transport 
and the dispersal of industry 
over a wider area, facilitated by 
the increasing use of electricity 
and the development of new 
sources of power, have tended to 
foster the growth of communi- 
ties. 


Into this picture steps public 
relations, but for a long time 
PR has been acting as an un- 
official and sometimes even un- 
welcome leaven in what was in 
danger of becoming a very hard 
industrial lump. he PRO can 
take at least some credit—if 
credit is due—for the new face 
of our industrial landscape. 


Time-worn phrases such as 
“social responsibility,” “people 
matter” and “our debt to the 
community” may seem to be 
merely part of the patter, but 
they are none the less important 
and were not apparently upper- 


hastened by 


PRO, FORD MOTOR CO., LTD. 


most in the minds of our pioneer- 
ing ancestors. 

Now that public relations is 
an accepted department of most 
industrial concerns, one of its 
essential tasks is to foster this 
sense of community by encourag- 
ing reciprocal respect as well as 
services between home and fac- 
tory, and between “the office” 
and the local authority, without, 
however, in any way lessening 
the individual social responsi- 
bility of each member of the 
community. Industry is a big 
rate payer and it has considerable 
stake in the welfare of its home- 
town. 

If PR begins on the shop floor, 
its next move is into the houses 
of its own workpeople, and into 
their communal interests, without 
interfering or becoming dogmatic 
about these interests. 

It does not detract from the 
glory of York Minster if this 
ancient capital is also associated 
with chocolate, nor from Magda- 
len Tower if Oxford is sometimes 
thought of in terms of marma- 
lade—or, even, motor cars, This 
is more than local pride, im- 
portant as that is, for without in- 
dustry, which directly employs 
millions, and on which all of us 
depend every minute of our lives 
the whole community would 
collapse. 

Now that industry itself has 
developed a new scale of values, 
it is no less important for the 
community to appreciate its own 
dependence on both the manage- 
ment and the men who alone 


Thousands of people have toured the Ford works at Dagenham. 


“There is no substitute for letting people see for themselves,” 


M. J. Buckmaster. 


States 


Many of the visitors are brought down the River 
Thames to the factory on Ford's own motor launch—‘Ford Consul.” 
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make possible the daily miracle 
of twentieth-century life. This 
need exemplifies the two-way 
a of all public relations 
work. 


Whenever it is possible, o 
days at factories present an ideal 
method of arousing public 
interest in what actually goes on 
in these sometimes sombre look- 
ing buildings. That is not always 
easy, unless special guides are 
employed for the purpose ; there 
are works managers who rightly 
complain that senior men cannot 
be spared to conduct visitors, 
thus perhaps dislocating a whole 
chain of command, and causing a 
distraction to workers. Never- 
theless, it is worth a considerable 
sacrifice to operate a system of 
factory visits, and in a very short 
time it will be found that visitors 
are accepted as a matter of course 
by employees. There is no sub- 
stitute for letting people see for 
themselves. 


Press contact 


Obviously there should be a 
continuing contact with the local 
ess, with editors and reporters 


nown personally. There is 
plenty of news in most factories 
concerning local people, and 


where the factory is within the 
circulation area of more than one 
newspaper the coverage can be 
extremely wide. A big com- 
munity requires its own news 
service. 


Industry's contribution to a 
locality is not purely monetary. 
Prestige is involved, and a town 
should be as proud of its living 
work as of its architectural or 
scenic splendours. 


A glance at most local guide 
books shows an _ astonishing 
variety of local organisations; the 
Chamber of Commerce, Rotary, 
Church groups, youth clubs, 
political parties, W.V.S., sports 
clubs and many others. Many of 
these depend on speakers for 
their social functions, and most 
of them would appreciate an in- 
vitation to visit the factory. The 
Mayor or Chairman of the Coun- 
cil, the chief officers of the 
Council, the vicar, the principal 
of the technical college, the head- 
master and other personalities 
are—or should be—vitally inter- 
ested in the industrial develop- 
ment of their town. 


It is to the PRO that business 
management looks for resporis 


@ Continued on page 8 
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There’s more to you 
than meets your eye 


There’s more to cigarettes than smoke. More to margarine 
than fats. And more to soap than suds. Advertising tells 
people the difference — why they should buy your product 
rather than your competitor's. So far, so good. 


But what do people think of your firm? On the answer 
may well depend your future. If they like you, if they have 
confidence in you, they will stay with you if things go 
wrong. And accidents do happen. 
Good public relations are your insurance. Advertising wins 
friends and customers, Public Relations helps to keep them. 
It takes time to build up public goodwill that lasts; and it 
takes ““ know-how”. In that we specialise. 
Our exparding P.R. group offers you, at home and abroad, 
your choice of these services :-— 
Complete P.R. Advisory and Executive service ; 
Consultant service — which gives you an “ outside 


opinion ” ; 
Supplementary service— to help your own P.R. 
department ; 


Press Relations service ; 
Special Publicity service — to originate, organise and 
publicize special) events. 
** How are you tomorrow ?”’ — our free booklet on P.R.— 
tells you more about our services. Write for your copy 
today — or, better still, ring the Public Relations Director 
at MAYfair 9181. 
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Attention all 


P.R. 
account 


executives 


We want a man to fill a responsible 
P.R. position. 


Are you 


in your early thirties ? 


- 


happy working with others in an 
expanding P.R. group ? 


able to handle varying and 
interesting problems for P.R. clients? 


and_ sufficiently experienced, in 
various P.R. media, to select them 
and deal with them for these clients ? 


“ Yes” to all these questions, and you're 
aman we want to hear from. We pay 
well, and you'll enjoy working with us 
Write in detail, confidentially, to the 
Public Relations Director. 


Foote, Cone & Belding Ltd. 


Advertising, Marketing & Public Relations 
27 HILL STREET, MAYFAIR, LONDON, Wd 
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Wantasplit pin? 


Maybe you want something bigger, more important. Ford, although producing 
from the largest Motor Factory in Europe more than 1200 cars, trucks 

and tractors a day, does not forget the little things and that’s true of people, too. 
Ford is increasingly part of the pattern of life everywhere, and, whether 
providing a four-wheeled fleet or a split pin, awareness 

of this fact means keen appreciation of the need for maintaining 


in matters large and small... 


good public relations 


Published by the Proprietors, BUSINESS PUBLICATIONS Ltd.. at their office at 180 Fleet Street, London, F.C.4. (Phone : Chancery 8844.) 
November 18, 1954 Printed in England by St. Clements Press Lid., Portugal St.. Kingsway, London, W.C.2 


oat ae: a ee a 4 eat > ee mi we Va 
. ae : - Rat F ee so, om ' eo: , ae _ 7 
1 a Beas fee ae © a shi a” 4 : OP ac a . 7 
7 ; > 2 \, Oe ol A ar, os ale” ag o . Soe 4 : } 
: — — oe * e 3 
co . = 
ee 
a <% 3 
: ADVERTISER'S WEEKLY—PR Supplement iv — i 
ws 

( > pwr she ee 552 ga" hs... eek See Pi er: a aes Os a MM i ei gy” Was i x 
ir. x eS Pie aeesdas ON on Spi i) ane Pry , ee igs Ref Ae bee Bete ME . 
< a ce ge te is | - ion - er e a gh Re ee are ee an 

a : ire See nee on ae ae: a ad 4 PO aes Ee - 

Ry: 4 eee Cee SMe ia ai he > ee alae j 5 Hc, 4 Rey > | Ae Se ae ee. ee oy 
om Dae ee rie aa shi Joe ee < ba , ‘ oe” q ee 8 Se ee i 

9 es at geen er ee Lis es Oe: Ts : 

ia ; hi é is Ue ie . 4 ya te ‘ . 

i Fe a ‘ ee ie ae ; Ye ts. His gl A Si as * ; gia 5) 
, " SS ae a ag am we. — “a 

ee ee iy ore 

' a 2 Pate 5 ie | Tifhy ; a 
E, = an i Bien gi “eZ ; : il 
Aa oe ee ee Ee ak: pis iy ‘ i: 

i f Fe ea a Ta, Mame 7" Ae a a £ a Z F y - = i S 
a tale Bi es ee ae ‘ : Me E 4 us 
fi be «ae bis atlas, VEE F f Spy Py :7 eu ie a 

yr. ws WEEE bead he 2 " ‘i La 

TN kis ngs ve 2 § Z igs : ee > 

: Z Le ae a i 3 i 1 a “y F fit oe Ce ee. 

a. Dee 4 Bo as) a ee a F es ae: : beet 

- , Crue & ey z coat f Rey ff “4 a ; Rees "= ig ML: 
fren on 4 A th ee j Een f 2m ’ a x a i. eee ze Bed 

7 Rie 7 ge ea ‘ ‘eueteguamlia. a ¥ Pa f j 4 Wi ee , : 

Sid a ig Pe P si Ae as : ge “as 2 Tree a é Pe E oo of % : 

. yr 5 a “4 pai i ee | me lO ee ye 1S ae 4 y a ee i ; Be ee 

a os Be A ath la ae o Feet it oh Cee Oo EEO ] ‘ ; ge bi Rt 

aaa Z Be ee A. 9 Va Re oa ibe’ sare ; (3 A ———_ —— ee eae “gee bs 

‘2 % & y at oat “ete . 1h 3 ee ; a i) TB. a ” he on 

Fen, . ester ee . deigelee ae ‘ig . s Ae ef Be y J d ee, ae tite i? : Ficn of 

ree ‘gy gs: Be coe? eo bn i Kg Ga Wf zz. EE Site ad a # ' i 

ie Pe €. Piatt A af is 2 ss in a BA. Be tee ie pt . ; ‘i Sed SS ppeeer on. tepy ‘ y ; Bs Be Des ts 3 

uf ue , oy ogy Rl © Ne ee , we § °° 224 Be ite ee 
x a ; ae ll ly ee > ly ie 5 igh: We i ia ee Merges ne eae ape ee Ps, 

3 AR Oe Me. Jia ae ee } Z VA hag 3 m= ce ge i eee e 

= — : j 4 ee be se i i, Me me Ba St iyi ‘ ; ; é ie Be 
i (ie eg PMR. 4 ao a ‘ EEE ESOG Tag e . eo a : ; ; . i 3 aap ey. 
ee ‘Gea “— , 2 ee ee Be ee Vs ; . WM hia 2 y me | bs Ss ey 
— =a : oe i ey wm te &, a { H 4 7 LD ee i} ‘ é Rey: 
irs oy) ile Se i * - Oe ee as gee x woe Sag Se : oe ae : & dali 4, | as ‘i ae die iene 
ce : Coa se ae. Fo 4 ae ee Rag - AO ' ie f ‘f cet 
ao de: , Pees 5 a Be “oe 4 é. Sie : _— “ Ba | af Ae 
a 2 ae Bem: Eh Wien Oe Ks oe ve] i inde + j i , a if Be ; j -sphae 
; ct a gees ae ee ae ie pane ; be a * ‘ PIAA) 
. Py j P iat eae 2 iad LA a ei oe ‘ae : ee : oe peer. 
. a  & re a en ; i ll , a i ‘ass i = ra - as ’ ie me a oe 
ie o ; F , bee 4 : ; 4 a " E: 
= i i nee tats sisvslttt _ ‘ ieiesiain : * & 
ae i ths i i i . 5 A FOE , oo I se a WS ELE | aD eI: : i 
; 4 me pm , , ae i fA ° "ay pais ‘ » 
or ue Ly, 2 = oe ; ‘ ; ; ; ies © a 
ive 3 = ee " ’ ats odes Oa ¢ s 4 ve i pita ‘ aie ta ctaes gales nigel seni . ‘ hie Ror ge is ie 2 BF 
i rns smurnascoencennestiensc free onsen Ser a 
Des Sia MD RE NS a ala f oy Vimy A Oey ae ie tS ye 
Ve } a i pe ; oe ee Se d ‘ a ig. agate ees Shh Sb Att fy sy ee epg “ie 
= . ; SE ae ve. ie fy Al Fi TEA Y (hae Oe al Ba eh Pe. 

: 3 : bag 2 / Sa Sa ; Wig oe ge ee Fo oy, beh oe * ao. 
i dle 4 ‘i a 5 ; Og uh, tite Ms 1 ey 
= els 7 , RR ea . j ee eM OP BS Mee op” aoe 
: pas gees ae a ee ee a AE Lb 4 ee ag eye 4 

2 ime eer) *3-°5. he ac. i ee » ks ‘yeas ; me aye ; * 
e CRI as yay emma ex core = ee a. lea ; ™ in Bi. ha ae ae 
oe ii: Se) “SS, aeeeeci ee. ao a Oat ie os ty 

es en oe — a eee! ee, a ve ey 8 : ibis BOWS, _ EO Z RE 
ae a e ae ( ae ean oe ae ae ee eae oe Dai ia $ oa - LO alg einai eo: 
iN me ONG eer, Se he yee ah ie , ~~ Wig Pag ee 
sae ed eee seule oe. ae : on 
‘s MR coe ere 458 > ne ie: a eae ha as i He Nites Ps F sts 4 § ae. 
u “g' é <. at . F 5 ee ale eX ou 4 Z ae: ot gi i i pga i ll al j . | 
i. ae oS “ee ae: «oes Ps sill ee Mints ae ‘ a te ed z ties oc Oe es sae 1‘ Age ‘id ar 
; ae. is See: aa on a oe oil: a 2 a 4 y 2 Bie #4 z 
re i. ee Se a + eae ie Fe 4 en ee aN — 
ee Rte nl We "in ce ms Gf ee se mo | Ae 
=| (ee ay ; : en: “g Phe ie s ie i Yi Pa os 
\ —— ae oa a y ” a na! oe t . : ia lil : 
oo . -siigg es *ggitaage Tee Ae ee Sine ee Ne 
4 Meee Ge oe Pe, i fem i Es CT eo: a al a bia tte oo My c.... ee PTA 5 We raf 
‘ ae, ie ie no ee ee a a ; Re ae Piss . tea. |: mee 
Pe ae 7 a a 3 in = me ys re BS tl ed th ce ee 7 i ; 3 ihe ? ie al 5 eS, ves 9 

, 7 ae ae See a) ee eile Le ig a” ve gg A : 
- -- —S OS Ue a d : Sire ee. - ie heel Ce RM Ci. Po 3, oe | ee = 
is °°) lie Se es Oe BF hye ™= Pi, Vi lll SCOP, Fe ay oe: 

; ‘ . —— — - a E Bi i oe | ag, Se vd Seed 
2% JES és “alah a ae a. 

ae oe 
bis Sie 
7 EL 
nin a 
‘ ae 
: : ee ‘ ; 
we : ae 
a; 
- 
- ea 
r j x \ 7 
Be 
a oe 
455 iis 
ak 3 ‘a 
, crag 
% Pm 
_ be 
a - .: 
i alii 
jar Boe Pian 
Pe 
¥ ee - 
- ee Sg 
es 3 2 . Li} 
oy. or Pe ; ae a by ad 
=? - As ——" ' i Cen a >), } en ee pa . . —. a, eee 
"' i . = 7 a a 


